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PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR SOUND COLOR 
Film OM PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. A copy of “The 
Art and Technique of 
Photo Engraving’ will 
oid you with your pro- 
duction problems Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, Mew York 1, 
MUrrey Hill 9-8585 
french OF: Mewerk, Allentown, Pe. 
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THE MAGIC OF NEUTRACEL 


New beauty for your Hammermill Bond letterheads 


—with hardwood’s finer fibers 


When you hold a sheet of the new Hammermill Bond 
up to the light, you'll see its noticeably more uniform 
distribution of fibers This finer background for your 
letterhead comes from ‘‘the magic of Neutracel'’—a 
superior new pulp that’s exclusive with Hammermill 

New printing methods and business machines created 
a demand for specific paper qualities best obtained by 
blending different papermaking fibers. Now-—-with its 
exclusive Neutracel process--Hammermill has unlocked 
the special fiber qualities nature grows in northern 
hardwoods to improve the blend of pulps that goes 
into its fine papers 

Neutracel’s special properties blend with other quality 
fibers to give new Hammermill Bond a smoother, 
velvety surface as well as a clearer, more attractive 


formation And Neutracel® lends increased opacity 


plus greater bulk—gives letterheads printed on today’s 
Hammermill Bond both pleasing eye appeal and quality- 
denoting ‘heavy feel.”’ 

Only afew months ago, Hammermill-invented centrifu- 
gal cleaners were installed to make Hammermill Bond 
cleaner than ever before Now we add Neutracel, a 
$6,000,000 step forward which brings you Hammermill 
Bond that 1 prints better: 2 types better: 3) looks bet 


ter. Hammermill Paper Company, Erie 6, Pennsylvania. 


with Neutracel’s finer fibers, costs no 
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With Hammermill Offset 
you can print the difference 


OSIERY sets the tone of the whole ensemble. 
That's why women are so careful to select the right 
shade You can print subtle differences in shade and 
texture when you print on Hammermill Offset. Today's 
Hammermiil Offset reveals fine product distinctions, adds 
realism - - and sales appeal - - to your printed pieces 
Lathegraphed on Offset, Substance 0, finish 


MANUPFA TURED BY 


HAMMERMILL PAPER COMPANY « ERIE, PA 
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We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Moil Advertising, 224-7th St., Garden City, N.Y. 


IN THIS ISSUF you'll find a 
heavy emphasis on letters. At a time 
when big-budget “spectaculars” seem to 
be stealing the show, it's important to 
remember that simple letters—based on 
a sound idea, good copy and the right 
list—are still one of direct mail’s most 
productive tools. So this month's Re- 
porter features a number of good articles 
which put a powerful “Spotlight on Let 
ters” designed to light up ideas 
which will help make your own letters 
more effective 
— 
eee 

THE ASSOCIATION OF FIRST 
CLASS MAIL USERS and other groups 
are pressing hard in the fight to combat 
postal rate increases. In liaison with 
other mail class users, president Horace 
H. Nahm (Hooven Letters Inc., N. Y. C.) 
met with Secretary of Commerce Sin 
clair Weeks recently to bring his 
department's attention to the need for 
more information abou: the impact of 
rate increases on small and large busi 
nesses. Along with Horace Nahm were 
five other businessmen representing large 
Third 


and Fourth Class users, and also the 


and small publishers, magazines 


printing industry The opinion of those 
attending was unanimous” says Horace 
that we have succeeded im enlisting the 
interest of this department 
tofore has been completely indifferent and 


which here 


merely acquiescent to the administrations 


plans for postal rate increases.” For 
more about the postal 


Front Porch Scuttlebutt on page 49 


Situation, see 


ENVELOPES — THEIR USE AND 
POWER IN DIRECT ADVERTISING, 
is the title of a new 24-pagee DMAA 
research report. Prepared by the En 
velope Manufacturers 
America (with 18 of the nation’s top 
envelope experts contributing), the book 
is an excellent guide for effective use of 
envelopes. Illustrated 


subjects such as sizes and styles, printing 


Association of 


include 


sections 


inserting and mailing, color 
details 


methods 


and many other related to 


FEBRUARY, 1957 


envelopes. Price of the 842” x 11” report 
is $2.50 to members, $5.00 to non-mem 
bers of DMAA. You can order directly 
from the association headquarters at 4 
Fast S7th St.. N. Y. 22. N. ¥ 


CORRECTION: On page 23 of the 
January 1957 Reporter, we gave you a 
Quiz of the Month” taken from In 
Transit, hm. of Atlanta Envelope Co 
Question No. 6 was answered incorrectly 
From the time the quiz originally ap 
peared in In Transit and when we finally 
had space for it in The Reporter the 
postal window 
envelopes had been Should 
have been caught in the proofreading 
but it wasn't. At present it is not com 
pulsory to print return address on win 


regulations concerning 


changed 


dow envelopes 


eee 
“HOW TO WRITE BETTER BUSI- 
NESS LETTERS” by Earle A. Buckley 
president of the Buckley Organization 
Philadelphia, Pa., has just been published 
in its Fourth Edition. A_ best-business 
seller for 20 years, the 260 page textbook 
ss designed to help people in all types 
of business write better, friendlier, more 
productive letters. Sales letters and other 
types of correspondence, with a step 
by-step treatment of opening, body and 
close, are widely discussed. Chapters 
cover motives which make people act 
special letter problems, different kinds of 
prospects, testing, things not to do, and 
the writing of every day dictated letters 
The New Fourth Edition is available 
from McGraw-Hill Publishing Company 
327 W 4ist St. 36, N_ Y. at $4.00 
per copy 


ANOTHER “BEST SELLER” that's 
been re-issued is a publication which 
orteinally started by chance then 
aught on like wildfire, for a complete 
sellout. Its Dartnell’s Principle Busi- 
ness Directory for Building Mailing 1 ists. 
Dartnell Corp.'s Ray Linzer tells us that 
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SYS 
TYME * NEVER STANDS STILL 
servicing your jobs 
If extra fast service 
is what you demand 
telephone us quickly 
our staff is on hand. 


A COMPLETE 
DIRECT MAIL SERVICE 


Ty-Process Letters * Mailing 
Multigraphing 
Mimeographing 

Addressing 


Research 
Photo-Offset 
Packaging 


yme 


LETTER SERVICE CORP. 
43 EAST 19th STREET, NEW YORK 3, W. Y. 


Now 
RAPID 
FILM 


LETTERING 
TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only 1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex 
pense of state 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any- 
where in U.S.A. Order from Style Book 
DM. Free on request 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 68-2445 
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Use 
Fragrance Process 
Compound! 


Like ants to honey . . . that’s how prospects 
react when thelr attention to your printed 
sales message hos been demanded ond 
held with action-compelling Fragrance 
Process Compound. Use it letterpress — offset 

grevure 

FPC adds a new, lasting dimension of 
eroma thet creates buy impressions far be- 
yond mere words and pictures . and thet 
sends sales soaring! 

Unlike ordinary senting, FPC lasts ond 
lasts. Any odor duplicated. Add its impact 
to your selling — you'll see results jump! 


For complete information, write today. 


FRAGRANCE 


PROCESS COMPANY 


73 Sullivan Street, New York, N. Y. 


Telephone: MOnument 3-1582 


the last word in paper type for offset 
and electronic reproduction 


SETS EVERYTHING 


Anyone con set heedlines and body 
text for ads, printed pieces of all kinds 


QUICKER, EASIER 
Presto Type comes on compact wooden 
type holders aligns avtometically 
te straight edge tabs overlap 
allowing special specing for speciol 
letter combinations ne apaquing 
between letters required 
COSTS LESS 
Complete fonts from 
$2.50 to $12.50 
Hes vp te 62 different 
characters on a stick in 
pods of 50 each—-3000 
cheracters in all 


WRITE FOR 
CATALOG Showing 
300 Type Faces 


PRESTO PROCESS CO. 
183 Pew! $+. — Reem 202-4 
Rochester, N.Y 


| 


thons 


about five years ago someone casually 
suggested a good item might be a Dart- 
nell directory listing principle sources for 
building mailing lists, such as trade direc- 
tories associations Taking a fiver, 
they did it and the book was a quick 
Although the directory has been 
out of print for four years, people have 
heen asking for it. “There 
seems to be a lot of people,” says Ray 
“who think of Dartnell only in 
terms of mailing list information. So, 
in self-defense, we have re-done the whole 
Price is $5.00 per copy, avail- 
Dartnell at Ravenswood and 
Chicago 10, Ill 


etc 


sellout 


continually 


Linzer 


directory.” 
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Leland Avenues 


from 


SUCCESSFUL PUBLISHING PRO- 
MOTIONS are sampled in a new “idea” 
Sales Letters 
| Inc., 153 West 23rd St., New York 11 
| N. Y. The kit contains more than 25 
| Return-A-Card used by 
publishers for renewal promotions, B.P.A 
list subscription 
promotion 
Besides showcasing 
the Return-A-Card 


portfolio put together by 


sales letters 


verifications, initial 
etc 
imaginative of 
the samples 


book sale promotions 
uses 
format 
by publications such as Architectural 
Record, Apparel Arts, Railway Age, 
Supermarket News and others. Sales. 
manager Martin S. Hanig says the num 
ber of portfolios available is limited 
so for publishers who'd like a copy 


first served 


its 


first come, 
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) SOME DIE-CUT DRAMATICS put 
a realistic 7ip into a recent self mailing 
folder from Freedman Cut-Outs, 34 
Hubert St., New York 13, N. Y. “Maybe 
You Can't Peel a Grape,” said the atten- 
tion-getting headline. “But You Can 
Peel This Cardboard Banana!” Pasted 
over an illustrated banana was a die-cut 
cardboard banana peel which actually 
peeled "We of 
customers asking us to create a cardboard 
copy. “But we'd 
assignment for our 
plant.” Rest of the 

Freedman facilities 


don't recall any our 


banana,” continued the 
consider it small 

mechanized 

| message told about 
listing some of the unusual die-cut opera 
handled. A _ reply card 
headlined “Okay. Peel Me Some Profits” 
built into the folder for 
formation. The peeling banana 
this a “peach” of a promotion 


large 


they've 


was more 


made 


demonstrate good copy approaches used" 


| THE INTERNATIONAL RESCLUF 
COMMITTEE is still on an all-out mail 
drive to raise funds for Hungarian Ref 
ugee Relief. Lending a helping hand to 
the program is the Ever Ready Label 
Corp., 10 East 49th Street, which donated 
250,000 “Help Hungary” labels for use 
on letters and packages. The 2” E 


red, green and black labels will aid the 
bie mail Why not write 
to IRC president, Angier Biddle Duke, 
at 62 West 45th St.. N. Y. 36, N. Y. and 
see what you might do to aid the Hun 


solicitation 


garian Relief program 


| THE BEST CAPTIONS FOR THIS 
PHOTO will win $60,000 in prizes 
in an upcoming promotion contest to be 


launched by the food casing division of 
the Visking Chicago. The 
world’s largest celluloid 


Company 
producer of 


casing for skinless frankfurters and 


sausage products will kick off the contest 
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on April Ist with the largest campaign 
ever created in the sausage industry 
Photo will be shown in national ads as 
well as in some 20,000,000 pamphlets 
mserted in packages of skinless frank- 
furters and other sausage meats. The big 
contest will also get aggressive direct mail 
merchandising to retailers Top prize 
for the best caption will be a Lu-Re-Co 
Home built by the Lumber Dealers 
Research Council of the National Retail 
Lumber Dealers Association. (Entrants 
will merely send in their caption on 
a contest blank enclosed in packages of 
franks and meats). Agency handling the 
caption contest campaign is Weiss & 
Geller, Chicago 


eee 


SPEAKING OF PACKAGE  IN- 
SERTS, the Pfaudler Company of Ro 
chester. N. Y. has come out with a new 
machine to attach consumer messages 
to the outside of any product container 
Calied the Outsert Applicator, the ma 
chine is ideal for attaching recipes 
product booklets, coupons, contest rules 
physicians literature, etc Although the 
new applicator is primarily designed for 
packagers, it might have many direct 
mail uses particularly where product 
samples are frequently used. The ver 
satile machine can attach 220 outserts 
per minute on any cylindrical container 
including glass, metal, plastic, or paper 
You can get complete information by 
writing to Pfaudler at 1026 West Ave 
Rochester, N.Y 


OUR VOTE for “The most spectac 
ular Christmas card of the season” went 
to Line Material Company, Milwaukee 
Wisc. Their lavish greetings came in the 
form of an 1I8-page, full-color booklet 

dramatizing “The Magic of Christ 
mas.” Magnificently printed in full color 
with a laminated cover, the Christmas 
booklet was filled with short stories, 
poems and other editorial gems capturing 
the real spirit of Christmas. Inserted in 
the center spread was a phonograph rec 
ord on “The Magic of Christmas.” From 
start to finish, the card was filled with 
“spectacular” Yuletide greetings 


eee 


“THE VALLE ADDED BY DIS- 
TRIBUTION” is an interesting re 
port just released by the Chamber of 
Commerce of the United States, Wash 
ington 6, D. C. It points out a new and 
accurate method for computing value 
added by distribution of goods by whole 
salers and retailers (similar to that used 


FEBRUARY, 


for better direct mail... 


with the built-in reply ca 


“SALES LETTERS, INC. 153 WEST 23rd ST. NEW YORK 11 TEL. WATKINS 9-2680-1 


FRESH NEW LIST 


The names of the Major Buyers of Advertising Essentials and 
Sales Aids in the New York area are now available 


1957 edition of NOBLE’S LIST is on Elliott addressing plates. You 
can rent all or part of these 9,491 important buyers (national firms 
and advertising agencies). $20 per thousand 


Advertising Managers 1875 
Sales Managers 1965 
Art & Photo Buyers 1405 
Sales Promotion, Merchandising, Display Managers 152¢ 
Advertising, Production, Graphic Arts & Printing Buyers 1190 
Public & Industrial Relations Directors, Motion Picture & 

TV Directors & Purchasing Agents 1536 


TOTAL 949) 


The stencils are changed and additions made daily, thereby guaran- 
teeing at least 969% accuracy. Over 3,000 personnel changes made 
last year 


Write or Phone: Thomas 8. Noble, Chairman 
Advertising Trades Institute, Inc. 
135 East 39th St. New York 16,N.Y.  LExington 2-9921 


@ 1957 Noble's List (268 pages with hard cover) can be purchased for $55 
which includes year-long supplements 
@ Write for Guest Tickets or Exhibitor Information for any A.T.1. Shows 
Advertising Art, Photography & Modern Reproduction Show 
Bilernore Hotel, N. Y. ¢ March 26, 27, 28, 1957 
National Sales Aids Show 
Scatler Hotel, N.Y 4 May 27, 28, 29, 1917 
Advertising Ewentials Show 
New York City Novembe 1937 


a 
eee 
| 
{ t 
1957 


CUT YOUR 
MAILING 


COSTS! 
WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is expecially adapted 
to the letter mail-—aleo designed 
for general purpose tying of bun- 
dies in any sequence up w& 6" high 
without adjustments. Adjustable 
lege and casters available at a «mall 
additional cost. 


All SAXMAYER tyers are noted 
for SAPETY automatic releases 
where needed; SIMPLICITY all 
working parts are interchangeable; 
not only attractive in appearance 
but aleo EFFICIENT fully auto- 
matic, speedy, firm, nonslip ties, 
economical in twine and time. Let 
us prove it on our trial basis, 


Whatever your tying problem, there 
is SAXMAYER del to meet 
it. Write we for detaile and litera 


ture 
DEPT. M 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


Cater TOP QUALITY letter. 
presse printing of LOW COST ter 
seme 100 te 10 C00 Reproduced 
from ert an 
fobs cater proofed DELIVERY in 23 
WEEKS free samples 


for determining value added by manu- 
facture). Prepared under supervision of 
Dr. Theodore N. Eckman, professor of 
business organization, Ohio State Uni 
versity, the report shows why and how 
products have no value until they have 
been made available where and when 
customers want to buy them and 
in amounts the customer can use. Copies 
of the summary are available from the 
U.S. Chamber at 20¢ each 


HOW MUCH ATTENTION are 
you paying to the expanding youth mar 
ket? A recent report from the American 
Girl (published by the Girl Scouts) shows 
there's a radical change in population 
taking place right now which can create 
As the 
increasingly im 


an entirely new market problem 
youth market 
portant, says the report, the adult mar- 
ket dwindles. Even though the 


population increase from the age of § 


grows 
entire 


upward will be about 10° by 1965 

the age group showing the greatest in 
crease is the tween” (10 to 16). This 
9,769,000 girl market will swell its ranks 
by over 3,000,000 to reach an all-time 
high of 12,747,000 an increase of 
41% These based on 
Bureau of Census Population Estimates 


figures 


show that it's wise to start building now 
for the vast female market of 1965 


INSPIRATION DEPARTMENT: Sore 
Paper Company's “Since 1852” annual 
issue Was an inspiring tribute to Amer 
ica’s five greatest industries. Automotive 
Meat Packing, Steel, Petroleum and Pa 
per industries were profiled showing 
how “America’s greatest strength lies in 
its power to produce.” A top-notch, in 
spiring public relations job. Write to Sorg 
at Middletown, Ohio and ask them to 
send you a copy of “Since 1852.” The 
five industry success stories in it are well 


worth reading and remembering 


“ee 


“MUSIC TREASURES OF THE 
WORLD", one of the big record-of-the 
month clubs, has been hit with a Federal 
Trade Commission consent order. It 
required that the New York mail firm 
stop representing that persons may can 
cel membership if, in fact, cancellation 
is not always permitted, and to stop ship 
ping merchandise and 


collect payment when the right of cancel 


attempting to 


lation has been granted, and after the 


required notification cancellation has been 
given. According to the Better Business 
Bureau, the agreement (already signed 
by MTW officers Milo Sutleff and John 
purposes 
only and does not constitute an ad 


Stevenson) ws for settlement 


missioh by the party that they have 
violated the law 


WHEN A SPECIALIZED MANL- 
FACTURER becomes a publicly-owned 
company, it should use every opportunity 
to let its new stockholders know more 
about the business of which they are 
part owner. Take a tip from the Burndy 
Corporation, industrial manufacturers of 
Norwalk 


not long ago 


Conn which issued = shares 
The company makes elec 
trical connectors bought at the rate of 
nearly a quarter billion a year by utility 
construction and manufacturing but 
virtually unknown to the consumer-in 
vesting public. To help investors become 


better informed about the company, some 


of Burndy’s products and markets were 
pictured on a 744” «x card Burndy 
stockholders received with their first 


chec ks The 
rapidly told 


dividend two-color card 


stockholders what their 
company makes and who uses its prod 
ucts. The simple dividend enclosure did 
relations job of getting 


fine public 


Burndy known to the investing public 


A MASSIVE MARKET DEVELOP. 
MENT PROGRAM is being carried on 
in the steel industry by Rolled Steel 
Corporation, Skokie, Ill Using an IBM 
sorting installation, the company is cat 
25,000 


aloging steel requirements of 


businesses which in matter of 
minutes will give a precise picture of the 
and Canada 
Rolled Stee! 
salesmen are feeding information to the 
company’s IBM 
A punch card ws added to 


different type of 


potential market U. S. A 
for any given steel item 
department on each 
customer call 
the record for each 
steel mentioned by the customer on all 
subsequent contacts by the salesmen 
Growimg documentation on the potential 
needs of individual customers is being 
built up 
having as many as 200 punch cards. L ist 


with some customers already 


(Continued on page 
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Remember the day you first saw the circus? Maybe it was 20 years 
ago .. . maybe lots more. You were that kid with the cotton candy 
.. . and everywhere you saw excitement. Gosh, you hardly slept 
that night, remembering the wonders of the big top. 


Now, you've grown up, and you've become a printer, an ad 
manager, a production man or perhaps an art director. Now, you 
put on the “Greatest Show On Earth" with every assignment 


When you think about the ‘right costume’ for booklets, brochures, 
or mailers, do you ever think how color, texture and strength 
added to that circus spectacle? 


You can add color —texture— strength to your next printed job, 
by adding talented Peninsular Cover Stock. Your Peninsular 
Paper Merchant has the spark to make a good job perfect. 


TUSCAN COVER @ ECONOMY COVER © ORKID COVER aes, 
© DUPLEX COVER BERMUDA DUPLEX ZAMORA 
COVER @ PAB COVER @ TWIN TONE COVER 
LIANT WHITE © WOLVERINE COVER © ANGELO TEXT 


= PENINSULAR 


Cowet stock speciehets ow year 


‘Ay 


clients employ 


more than 


250,000 


The Reply-O-Letter format, featuring the 
Built-In pre-signed reply card, outperforms 
ordinary types of direct mail . . . 

has made us the largest mail advertising 
agency in the world specializing in sales 
leads for selling organizations. Our 

clients employ more than 250,000 salesmen. 
We write copy, help plan your promotions, 
produce and mail for you, if you desire. 
We have experience in most industries. 

No charge for consultation, 

layout or copy. Call or write our 

nearest office: 


7 CENTRAL PARK WEST 
NEW YORK 23, N.Y. 
CIRCLE 5-8118 


SALES OFFICES: BOSTON - CHICAGO - CLEVELAND - DETROIT - TORONTO 
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SHORT NOTES 


ONTINUED 


selection under the new system is down 
allowine Rolled Steel 


to send out a virtually unlimited number 


to a fine point 


of mailing pieces on different types of 
steel in any one day 


eee 


THERE'S A BIG WAR ON 
against accidents! The biggest campaign 
in the history of the National Safety 
Council ts under way to unite public 


officials and private citizens in a con- 
certed effort to stop traffic accidents 
Campaign theme is “Back The Attack 

Against Traffic Accidents.” A special 
issue Of Public Safety magazine out 
lined a wide range of campaign media 


materials which will be used in a gigantic 
Ihe presenta 
covering 


public interest program 
tion itself is a beautiful job 
just about every promotion facet avail 
able. For a number of ways you can tie 
in with the campaign write to the 
National Safety Council at 425 N. Mich 
igan Ave., Chicago 11, IIL, and ask them 
to send you the special issue of Public 
Safety. 


— 
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RK. L. POLK & COMPANY has really 
gone to town with its new list catalog 
Instead of merely printing the roster of 
Polk prospect lists available, their new 
$6 page publication is a Direct Mail 
Advertisers Manual packed with 
direct mail information for advertisers 
It digests current postal regulations, and 
outlines many advantages of the medium 
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with 10 specific suggestions for tts 
profitable use Another section of the 
manual is devoted to assisting advertisers 
in the proper selection of prospect lists 
Center section presents the 6,000 Polk 
lists available, with count by states on 
many of the larger ones. You can get a 
free copy of the manual by writing to 
Polk's Direct Mail Division at 431 
Howard Street, Detroit 31, Mich 


eee 


| THERE'S A LOT OF MAILING LISI 
POINTERS in the new catalog published 
by J. J. Berliner & Staff (mailing lists) 
684 Broadway, N. Y. 12, N. Y Besides 
the usual roster of lists available, Ber 
liner’s offers a “check list for mail adver 
tisers” giving tips on how to evaluate 
the mailing program. Another section 
shows how to pin-point markets to obtain 
best results, and how to save time and 
money on each mailing. Also shows how 
valuable name lists are obtainable from 
day by day records of an average busi 
ness firm at little or no cost 

productive names can be extracted from 
within one’s own organization,” says 
Mr. Berliner. “By accumulating these 
names, the average firm can save itself 
nuch money besides multiplying its mai! 


ing results.” 


eee 


A DELIGHTFUL WAY TO FIGHT 
THE BATTLE OF THE BULGE is 
revealed in an illustrated promotion 
booklet just issued by Sugar Information 
Inc., New York 5, N. Y. Its 16 pages 
of sugar-coated public relations explains 
a new dieting theory which SI calls 
“The Scientific Nibble.” The principle 
calls for mid-morning and late-afternoon 
snacks in order to stunt big appetites 
at mealtime. The booklet lists a week 
of menus using “scientific nibbles” (which 
naturally contain a fair amount of sugar) 
As SI puts it 
of candy, or sipping 4 sugar-containing 
beverage shortly before a meal makes 


“Eating a cookie or picce 


it easier to reduce the size of portions 
and to turn down second helpings.’ 
Sounds like a feasible idea but we 
IV watching had long since 


turned everyone into “nibdblers.’ 


thought 


— 
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KUDOS to Camera Specialty Com 
pany, Inc., photographic distributors at 
705 Bronx River Rd., Bronxville 4%, 
N. Y for one of the most sensible 
“product” press releases we've received 
in a long while. It came with a copy of 


Farm Yard Friends, « new Little Golden 


/ 
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HAVING 
THAT WONDERFUL 


TYME* 


IS WHAT YOU NEED 


A COMPLETE 
DIRECT MAIL SERVICE 


* Ty-Process Letters * Mailing 


* Multigraphing * Research 
* Mimeographing Photo-Offset 
Addressing Packaging 


LETTER SERVICE CORP. 
4° EAST 19th STREET, NEW YORK 3, N.Y. 


Divect Mail and Mail Order 


COPY 


@ thet mokes SENSE 
@ thet mokes SALES 
@ thet mokes BUYERS want 
to do business with you 
Write me about your plons 
or problems 
All deteils handled by 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two OMAA Best of industry 
Awards Dertneli Gold Medel. . 
Editer of IMP, “The world’s emoatiest 

house argon” 


What Is Your 
“MAIL ORDER STRATEGY” 


page 


A 
4 ~ 
|_| 
PUBLIC) 
see page 43 
: 
| 
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It's the ideal in envelopes wherever envelopes must be opened 
and closed several times. Perfect for self-service merchandis- 
ing. Excellent for specialty goods. Eliminates any danger of 
condensation from sealing moisture. Speeds packaging and 
handling. Steps up sales. FREE samples. Write today! 


TENSION ENVELOPE CORPORATION 


Campbell ot 19th Street Kenseos City 6, Missouri 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


YOR" 
ST. 10, 
1. 
OLS MOINES 14, 
city 
wORTH 


Over 1,000 
Shop Owners 
Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. 


Write: 
MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 


Detroit 35, Michigan 


Book filled with 
farm animals. The release simply said 
that all the beautiful color pictures in 
the book were taken with an Edixa 
Model C camera by William P. Gotleib, 
the author. Signed by Dr. M. Worgen, 
president of Camera Specialty, the mes- 
sage then told editors: “We hope you will 


full-color photos of 


enjoy glancing through the pages of 
Farm Yard Friends with its wonderful 
Edixa color pictures, and that you will 
pass this book onto some happy young- 
ster.” End of release. Pictures in the book 
certainly spoke highly for the camera 

much better than any attempt to 
beat editors over the head with mimeo- 
graphed “product details.” 


TO DRAMATITZE the size and power 
of its Super-7 Clipper Ship, Pan American 
Airways is promoting the plane with a 
gigantic full-color post card dis- 
tributed through ticket counters, on 
plane, and in separate mailings. Copy 
on the reverse side of the “post card that 
fits the plane” points out that this new 


DC-7 is the largest and most powerful 
of all Douglas airliners, capable of flying 
nonstop over any ocean or continent 
The high-flying giant card was created 
for Pan American by H. S. Crocker 
Company, Inc., San Francisco 


eee 


“THE WESTS SRD LARGEST 
CITY—IS ON WHEELS!” says the title 
of a dramatic public relations booklet 
published by the Trailer Coach Assn., 
607 S. Hobart Bivd.. Los Angeles §, 
Calif. Created for TCA by its public 
relations firm, Burns W. Lee—Patrick 
O'Rourke, Inc., the 12-page presentation 
does a fine job of profiling modern 
mobile living. Contained in an oversiz 
die-cut cover, its contents is the resuk 
of a survey of trailer living made for 
association by Stanford Research Insti- 
tute. Well designed and thoroughly in 
dexed, the booklet gives interesting 
statistics on the | million westeners now 
living in mobile homes (national mobile 
population is now nearly 3,000,000, and 


increasing rapidly). List compilers should 


“4 THE REPORTER 


oe A remarkable Packaging Envelope that can be S POR NOV 
vai Dm, 
ing 
1 Seals instantly without moisture 
» press flap against envelope. 
Press! It's sealed again, and 
3. stays tightly closed unt 
ready for re-opening. 
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Advertisement 


Deadly Direct Mail 
Mistake No. 


Make Sales, 


Not Customers 


By Maxwell Sackheim 


HE difference between profit and loss in almost any 

business is the difference between creating a@ cus- 
tomer and merely making a sale. The one-time buyer 
can be a liability instead of an asset because of the 
selling and other costs involved in putting him on your 
books. A customer is someone you can afford to lose 
money to get. How much you can afford to lose depends 
on how many repeat sales you expect to make, how soon 
you make them, and your margin of profit on each If 
you want to go broke selling direct by mail, make sales, 
not customers 


The best way to get new customers is to make offers 
your prospects can't resist. Bring them into your “store” 
with special sales, special bargains, special deals. Once 
in, they'll buy more than enough to offset the cost of 
getting them in. Cleverness, smart talk, wonderful logic, 
can only go so far. No matter how you juggle words, the 
order blank spells out what you are offering 


And, when you make a worthwhile offer don't bury it 
in a mass of verbiage. What's your proposition? Make 
it clear. Let it stand out. Repeated tests with all kinds of 
approaches have convinced us that when you have a 
good offer the best thing to do is to feature it so unmis- 
takably that the prospect can't miss it. Clarity and sim- 
plicity are worth more than all the slickness in the 
world. We admit that the bigger the bargain the smaller 
the margin, but when you eliminate value from mail 
selling you eliminate one of its most potent sales argu- 
ments. To get a new customer, justi/y him in becoming 
a customer 


When writing to a prospect transform yoursel/ into a 
prospect. Write yourself a letter. Begin where your 
thoughts are—on yourself, your home, your loved ones, 
your symptoms. Find a point of contact. Despite the 
many times you have been warned to think of your 
prospect and his problems first, and yours second, too 
many mailings still ooze with selfishness. Let your credo 
be “I want to serve you not “I want to sell you.” Take 
your customers and prospects into your confidence 
Make them your friends They'll listen to you, will read 
your literature, if you make it inviting, interesting, en- 
tertaining. The moment your letters get draggy or 


We believe Direct Mail advertising should be com 
pensated for in proportion to the results it produces 
instead of on a fee bas which may or may ot he 
equitable 

We believe our plan of compensation is fair to our 
clients and to ourselves three dollars per thousand 
with a minimum guarantee of $300 regardless of how 
few are mailes Th places our services in the same 
category as any other element which must prove its 
value or be eliminated 

Whether you want orders or inquiries here is an 
opportunity ‘ mall cost the «kill of an 
advertising ren which has specialized in mail order 
and Direct adv or many years 

Send yo y pic mailings for our examination 
and con ith obligation 


MAXWELL SACKHEIM & CO. INC. 545 Madison Ave. Hew York 27 


braggy, stop. But no matter how many pages you write, 
if they're interesting, keep writing. You know the dil- 
ference between service and self interest. Put that into 
words 


One of the best ways to get a new customer is through 
an old customer. Ask him to do you a favor. People are 
boosters by nature. They love to brag about having 
made a wise purchase. Ask your customers to recom- 
mend you to their friends, or to send you 5, 10, or 25 
names, or actually to sell for you. Offer an inducement 
if you can afford one, but whether you do or not, keep 
after your customers. By asking them to get new cus- 
tomers, you do a reselling job on them’ 


Another way to get a new customer is to spend more 
time and thought on ex-customers. They dealt with you 
before and know you. If you mistreated them, confess 
your “crime” and beg forgiveness. If your values weren't 
as good as they are now, tell them why. Don't give up 
too easily on those names. You rent them to others 
how come they can make them pay? What have you 
done to have driven them away from you? Find out, if 
you can, and bring them back on your active list 


The same is true of old inquiries. Frequently they 
comprise the cheapest mailing list you can use. Once 
upon a time they expressed an interest in you. Even if 
you haven't been able to close them they may be hotter 
prospects than cold names. Treat them with special 
efforts not your regular mailings. Perhaps you should 
use double postcards several times to squeeze every 
possible prospect out of your very old inquiry names 
Whether you make &@ new customer out of one who has 
bought from you before, or from one who has inquired 
years ago, he's still a new customer and perhaps far 
less expensive to get than one from any outside list 
or other source available to you. Maybe you need to 
offer these people new merchandise instead of trying 
to sell them what they have been refusing to buy 


Finally, establish your acceptable percentage of re- 
turns on the basis of making customers, not sales. It's 
the sound way, the only way to build a successful busi- 
ness. To make a sale and not a customer is to commit 
Deadly Direct Mail Mistake No. 4 


Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, N.Y. 


Enclosed are some of our typical mailings. Without 
obligation on our part we would like to have you go over 
them and advise us of what you think you can do for us 
Nome 
Position 


Company 


Gty lone Srate 


Ge 
Dp 
i 
i i 


Diego 


lies that lead 


The National 


Social 


Write to 


NAMES 


W ITH over 17,000 of America’s 
most prominent families listed, the 
Directory is the only nation-wide 
compilation representing all parts 
of the country, from Puget Sound 


to Florida, from Maine w San 


These are che luxury-minded fami 
their Communities 
through their interest in the arts, 
in science and business, in charity 
work, and through their hobbies, 
sports and travel 


Directory 
1957 is available w direct mailers 
at $25.00 per copy 


NATIONAL SOCIAL DIRECTORY 


624 Madison Avenue 
New York 22, N. Y. 
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ALL SIZES... 
printed on 
kromkote stock 


140.00 
234.00 


Including 60 Werd Advertieing Message 
barge: bee Cards and Quentitios on Request 
COMPLETE PHOTOGRAPHIC STUDIO 
15.00 per color shet 


YORR 36. 


— 


be interested to know that the majority 
of trailer dwellers interviewed had been 


in the same city at least 13 months, and 
most plan to remain there indefinitely 


— 
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STRIP FILM SAMPLES are effec 
tively presented in a small folder from 
Slide/Graphic, 28 W. 48th St, New 
York, N. ¥ The folder is die-cut the 
size and style of a standard file card 
with a strip of film showing 35 mm. art 
slides attached inside. Twelve full-color 
scenes on the film give a good sampling 
of the art available from 
Slide / Graphic 


George Chevalier and ask him to send 


techniques 
Write to representative 


you the file mailer 
work reference piece 


Makes a good art 


eee 


| SPEAKING OF ART WORK 

Tom Noble, chairman of the Advertising 
Trades premiering the in 
stitute’s first New York advertising art 


Institute is 
photography and modern reproduction 
show next month. It will be held at the 
Biltmore Hotel on March 26, 27 and 
28th. Sixty-five advertising art, photo 
graph and reproduction exhibits will be 
displayed in the modernistic exposition 
Free tickets and further information are 
available from ATI at 135 East 39th 
St, N. Y. 16, N. 


“ee 


AMBASSADOR LETTER SERVICE 
CO. 11 Stone St, N. Y. 4, N. Y., is 
another promotion-wise firm to jump on 
Making it's 
debut at the close of last year, Volume 
|, Number | of the Ambassador News- 
letter was a bang-up job. Contained news 


the newsletter bandwagon 


bits on ad agency direct mail, competi 
tion for readership, copy, 
women, markets, etc. Short items were 


selling to 


keyed with enclosed reply card for more 
information. We suggest you write to 
Ambassador and get on the list to re 
ceive this meaty four-page newsletter 


Looks like one of the best 


ANOTHER NEWSLETTER recently 
making its bow provides manufacturers 
ad agencies, public relations and market 
ing firms with information on the $16 
billion Negro market. The Negro Mar- 
ket Newsletter is a weekly publication 
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featuring material on the buying habits 
of the Negro consumer, motivation clues, 
population trends and activities in the 
population Negro 
power is Sources of 


large centers where 


buying greatest 
Negro market information is also in 
cluded, as well as a regular analysis of 
companies now operating in the market 
The newsletter is 
J. William Agency 


New York 24, N. Y 


being published by 
327 West 85th St., 


— 
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CONGRATULATIONS, to Century 


Letter Company Inc., 48 E. 2Ist St 
N. 10, N. which celebrated 
its 25th Anniversary in December 


Century's quarter-century of direct mail 


service was marked by an engraved 


scroll presented to president Harry 


Rothman by production manager Mur 
ray Cohen on behalf of the lettershop 
employees 

“ee 


KILLING THREE BIRDS WITH 
ONE STONE: A recent promotion folder 
Printing Co., 850 Freling 
Newark 12, N ie did a 
good job showing how the printer and 


from Lasky 
huysen Ave., 


client's careful planning resulted in pro 


duction economies. It told how a single 


unit of full color art and engravings 
were prepared initially for Thomas A 
Edison, Inc.'s annual report. But at the 
same time, Edison's Voicewriter Div 
had scheduled additional preparation of 
salesman’s 


a direct mail piece and a 


folder to promote the same products 


being shown in the annual report. Edison 
and Lasky put their heads together and 
to adapt the one set of 
Result 


was that all three jobs were equally as 


found a way 


color plates for all three uses 


good and were prepared for not 
much more than the cost of one. Moral 


planning pays’ @ 


WOT NY 
TINUED 
* 
| 
TO YOUR PROMOTIONS! 
coLor 
CARDS = _ 
fe THE MOST TERRIFIC PRICES IN THE FIELD! 
Garde | Cards | Cards 
Pe ISHAW-SHON, INC. 
| 
novelty in format 
and appropriate copy... 
see page 43 


the important carly processes used to make Rising Paper jine paper at 


Rising Pape 
is part of | 


Isupre) ; ty 
Chron i; thora 


THE |CREATIVE TEAM 
op LABORATORIES advertise Winthrop Laboratories, 
Walter J, Cook, Advertising Manager 


. with typical expertness .. . recently published plann Helen Haberman, 
William Douglas McAdams, Ine. 


an outstanding treatise entitled “Pulmonary copywrite Albert D. Parets, M.D. 

Cripples”. It reflects, in every respect, the acknowl. y ar Gerald Philips 

edged high standards for which this fine pharma- prints Parish Press 

ceutical house is known the world over. Since this pape Text printed on Rising’s White 
booklet represents the combined efforts of a care- Winsted Vellum Sub, 32 

fully selected creative team, we are proud to be a 
member of that group. The text of “Pulmonary 
Cripples” is printed an Rising Paper. 


FINE PAPER AT ITS BEST 


RISING PAPER COMPANY. HOUSATONIC. MASSACHUSETTS MAKERS OF RISING PARCHMENT (100% RAG BOND) 
RISING BONO AND OPAQUE BOND (25% RAG) * LINE MARQUE WRITING (25% RAG) + NO 1 INDEX (100% RAG) * HILLSDALE 
WEDDING GRISTOL (25% RAG! WINSTED WEDDING AND BRIGTOL + PLATINUM PLATE AND BRISTOL (26% RAG) 


best! 
| nthrop’s | 
| 
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In response to many requests for more information on the 
hooming field of Financial Direct Mail, a leading expert turns 


to the typewriter to create... 


THIRTEEN READY-MADE LETTERS 
FOR FINANCIAL SALES§ S 


LETTERS AND SUCCES- 


| nore THE 
rions shown in this follow-up ar- 
ticle will prove helpful. Many of you 


have asked for suggestions on five 
direct mail problems. So let's take 
them up one at a time: 


|. Inactive Accounts: You are 
right to regard them as important 
It is the finest prospect list you have. 
The people who once did business 
with your firm found reason to like 
and accept you. They know you, Thus, 
half the selling job is done before you 
start. You approach them “not as a 
stranger.” People are flattered when 
they have been missed. 


The accompanying letters mark. 
ed A and B should be mailed to your 
inactive accounts at two week in- 
tervals 


In case you have a great number 
of such accounts, | have given you 
letters that can be processed without 
the great cost of personalization. But 
personalization would add to their 
eflectiveness If vou do decide to go 
to the extra expense, the captions can 
become the lead sentences of the first 
paragraphs. Regardless of which way 
you handle these letters they should 
carry a signature in blue ink. 


by Ferd Nauheim 


Direct Mail Consultant, Partner, Kalb, Voorhis & Co 


Members New York Stock Exchange 


Six months after these letters have 
been mailed another set should go to 
those still inactive. 

Thirty days after these two have 
been mailed phone calls should be 
made to those you feel are your more 
substantial prospects. The essence of 
the call should be that you are con- 
cerned, You haven't heard from them 
and you want to be certain that you 
still have their confidence and friend- 


ship. 


2. Followup On Advertising 
Leads: This is a very serious subject. 
Advertising leads cost money. If they 
are not followed-up properly you have 
wasted the money invested. An even 
greater danget People who 
take the trouble (and it is trouble} to 
respond to an ad have every right 
to expect the courtesy of prompt and 
complete attention. Ill will is created 


exists, 


when it isn’t forthcoming. 

The first consideration is speed. 
No matter how swamped you may be 
with coupons, cards or letters gen- 
erated by your advertising, steps must 
be taken to acknowledge the inquiries 
the same day they reach you. Leads 
from advertising can be handled by 
personal contact, by phone or by mail. 
And that is the order of effectiveness. 


True, some inquiries come from 
curiosity seekers and school children. 
However, there have been many dra- 
matic examples of seemingly worth- 
less inquiries turning out to be veri- 
table gold mines. Just a few months 
ago a salesman in my town phoned a 
coupon mailer and the conversation 
gave every indication that it was a 
worthless lead. The man said he was 
only curious and was in no position 
to do any investing at the moment 
But the salesman had a lucky hunch 
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one 
ra 
‘ta . 
Ferd Navhem 
4 
ane 


SUCCESS 


Despite the lack of qualification and 
rf] long trip, he visited the prospect 
and learned that the man’s wife was 
due to receive a half million dollar 
inheritance in four months. The sales- 
man eventually handled $400,000 of 
that money. 

Inquiries that look gilt - edged 
should be visited at once. The others 
ean be handled by phone and mail. 
If the request is for free literature, 
it should be mailed at once and al- 
ways with a covering letter. 


Reporter's Note: We've hed meny requests 
for more information about financial direct 
mail. This is @ quick follow-up te the orticle 
by Ferd Nawheim in the December 1956 Re- 


in which he geve basic principles 


4 on dealers compuign 


This follow-vp article should answer many 


‘ The ple letters should be help- 


ful as thought-starters to many people not di- 
rectly connected with financial advertising 
They show you a way of thinking As pre- 


viously reported, Ferd Navheim is an old time 
expert in financial direct mail. He hos acted os 
consultant and direct mail planner and c/eator 
for financial concerns all over the map. He still 
acts in thet capacity although lest yeor 
become a portner in Kalb, Voorhis & Co, 
members of the New York Stock Exchange 
Although Mutual Fund promotion is a pecu- 
her field the ideas developed by Ferd 


should hove widespread adaptable possibili- 
ties. carefully 
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The accompanying letters mark. 
ed C, D, E and F can be adapted to 
whatever literature you are mailing. 


Forty-eight hours after the litera- 
ture has been mailed, the prospect 
should he phoned. The purpose of 
the call is to (1) qualify the prospect 
and (2) make an appointment if he 
is well qualified. 

Directness is the surest path to 
qualification. The salesman who 
phones identifies himself and your 
firm immediately. He tells —not asks 

the prospect that he just rec ceived 
the literature he requested. He thanks 
him for the inquiry and says that he 
phoned in order to answer any ques- 
tions the literature didn’t answer. If 
the prospect does not seem interested 
in the subject covered by the litera 
ture, the salesman attempts to dis- 
cover his real interest and need. If 
he is interested in the original subject 
or another one that has been intro 
duced the salesman asks, “Are you 
in @ position to make an investment 
in (fll in your subject) right now?” 
If he says “ves.” salesman makes an 
appointment. 

If the degree of interest is low he 
asks, “If | could show you, to your 
that this in 
vestment meets all of your require 


‘ omplete satisfaction 


thank you notes. 


All of the letter copy shown on the 

next two pages was planned and tested 
especially for investment dealers. 

But no matter what business you're in, 
you'll find the 13 sample letters contain a 
wealth of idea starters .. . covering 


everything from inquiry answers to 


ments would you be in a position to 
go into it now?” 

If the prospect indicates that he 
couldn't write a check for a sufhcient 
amount now the salesman can ask 
if the prospect expects to be able to 
do so soon . or he makes capital 
of the prospect's lack of capital hy 
bringing up the value of a Mutual 
investment plan. 


3. Mailings To Stockholder Lists: 


This is a controversial subject. Some 


Fund systematic 


have had good success with stock 
holder lists and others have had very 
The fact that a 
prospect is a stor kholder is, of course, 
an indication that he may have well 
established relations with another firm 
and that makes the going a little 
difheult. 
In my opinion, the best way to get 


poor experien 


results from such lists is to offer 
something of value that can't be had 
from anyone else. This could be a 
report made by your own firm, It 
could be some fine personal service 
it could be a unique plan 
Frequently, people who do have 


trading accounts with competitive 
firms are responsive to properly pre 


true simply because so many custom 


sented Mutual Fund appeals 
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because they have leith wm the future developmen: 
of end coe 


on opportunity te 
at section of 


he tingle Wvestment 
thet perticeler uwtustry 


There ere @ vest nunber of ehy mvestors 
wee of the end services made possible by Mutusl Funds 


At your be m 
you .. to 


* thee beppy to die * some of these 
with you te 
Punt weeetments, they mey 
pereene! Just tell me, om the 
totter, when end ehere you @ te hewe the coll 


Swcerety. 


Pande offered « 
to thet need men bee pee be ve 
seen the! need have employed fends m the seme manne’ 


You Grew 
owt of your 


Thet's just you or would lite to | 
4 tee ond meade thie 

you pet up pour money end te give 
wrervels 
Dreughout the peer, you may enough to mabe 


lem thet On proposition | 


Vet | howe hunch thet pou've ectuelly accepted thet very wee 
yew oon storks end bands you 40 spend certam number of 
heure eughout the peer wetching hose 
one, core of warrents, ete And 
of course, you ve pul up your money toe 


eet 


Thet's «hy | believe Mutual Funds tere 
pereae ithe you When you wrest Mutus! 
Fund shares you hand ewer the time Geter! to 
prefess vane! mvestment manegers 


There ere other leetures of Mutual Funds thet wterest you 
merch, perhepe 


yeu ere beey prepered te you et whatever time 
You may decide thet you sent Funds 
thet Gee efter you we the ster, 
Dm ene thee letter te mete the 


iment 


Many 
for 


We re delighted te tel) you Mutes! Funds 


Lapleming het wvestments Mutus! Fund shores oul! 
lor you ite simple. The folder i'm putting oth 
thie letter serves thet purpose 


Telling you of the meny Mutus! Funds most 
eulteble for you enother meatier Meking thet decision 
le Unpertent. There only one sound wey to 
select © Mutus! Pund. Firet your «irc emetences end 

your gesle must be made clear. Then those Mutua! Funds 
Coming te metic bing pour oon must be 
eat ghee 


We teow the Fuente. Once we there © greet 
we 40 te help you te meke sound selection 


you've bed chance to reed the phone to 
see when Can make Gate te get together 


Swcereiy, 


ers’ men dealing with active traders 
don't mention Mutual Funds. There- 
fore, when you talk Mutual Funds in 
your mail appeal, you are talking 
about something the prospect doesn't 
associate with the firm he knows. 
— > Letters G, H and I can be used 
for such lists. 


1. Mutual Fund Promotion: One 
of the beauties of Mutual Fund pro- 
motions is that you have a minimum 
of problems regarding lists. Anybody 
with an income is a prospect, 

The strongest appeals that can be 
mailed on this subject are those that 
create a powerful realization of a 
need. This is done most effectively 
with a three-part mailing; a letter, 
folder and reply form. 

—> Letters and are offered lor 
that purpose. 


Thet fect, which meses people, wee just revesied by 
the New York Steck Eachange « 1956 coneus of shereboiders 


severe! things 


Moet cortemly pute te rest forever the bug -@ thet wrest 
for the le ric’ 


More went, however, the story tells ebouwt the greet 
messes of people whe felt the need te do 
thd perchesmg power of the 


1@ deeply enjoy the privilege of giving you the full 
Mutue! Fumds the methed of wveeting thet bee oF 
of see mvestment recent years 


pretessiane| menegement, you have peri -cwnersehip scores 


of securities big nome companies 

Plesse tell me, on the cord ve put thee letter, «hen 
oon meet te whet Mutus! Funds mey for your hopes 
end piene ter the future 


C 


f 
bi 
toll me wher « where oe 
4 
; 
Moet stocks ere owned 
by people lose 
tracted 
Here. undd 


You for facts 
M 


¥ thanks for Rind ing of of the 
“ 


Funds 
foider 


Mere «the 
teider you 
for... 


in the on. 
severe! 


Vou invest os 


And many thanks for eshing. 


oF muck 


** you wont 


The feider te brief, but you)! find thet gives pou 
clear, exciting story of the things your ¢ellers con 
for you through mvestments Mutual Fund shores. 


Vr 


We 


ler ting Wenegers de 
watch 


You get 


There ere mony Mutus! Funds ond thet's should be 
Keck of us hes bis own ees, dreams end ambitions. 
The Funds beve different characteristics end too. 
Beceuse we tnow the Funds and study them «onstently 
we ore ebie te tell you eich seem to be best for you 
end the you sant 


verying year 


inte rest 
ser tion A * © greet cress 


Te het Unpertent thet we meet. will give ve 
the opportunity te heer your side of the story end te 


enawer your questions 


in the dey oF too I'll give you ring to find out when 
end where we can get together 


most Wie rested ia 
om. 
the future lang term oo w 
. 


Simcerety. 


you'll 044 


fects the 


ming 
you hove new, ots whet invest. 


| 
much mere ter vou 
meet 


There 


wteq 
tering Price of Mutunt Fen 


‘ 
ond you won te om pletely Name 
obi igetion the Adéresn 7 
Telephene as 
ae 


5. Business-Getting Mailings to 
Active Accounts: That is a much 
neglected and important area. When 
such mailings are well planned and 
mailed at regular intervals, the in- 
active account list shrinks rapidly. 
The main point behind such an ae- 
tivity should be to create mailings 
that offer the customer a potential 
value. They must treat common fi- 


he beet time ene Plere-te see me 


nancial problems, offer sound ideas, granted interviews whether they did take of trying to handle it in their 
link current happenings to finance and business with you or not. own offices. Whenever this happens 
investing .. . one of the three. — > Letiers L and M can be used the plan bogs down and collapses. 

Many of our service subscribers with great effect. Something “more important” comes 
use Kalb, Voorhis’ publication Fi- up and the office force is diverted 
nancial Planning for this purpose. o Schedules go out the window, and 


With each issue goes a covering letter soon the whole program is forgotten, 


commenting on one or more of the One Final Suggestion: Many firms e 
articles in the current issue make one serious error in the han 

To complete the package, while we dling of their mailings. They make The services of a good mailing 
are talking about the various types of ambitious and very sound plans for house mean that schedules will be 
letters you can use, it is an excellent many types of consistent direct mail kept. The work will be handled with 
idea to send thank you letters to new Consistent direct mail is the only type professional skill. And in most cases 
customers and to people who have that pays. Then they make the mis ‘ your costs will be lower, & 


Thents for your tune, yesterday 


» help people 
od ter 


Deer Mr. 


their vestments sometunes suller 
Tou given me severe! te offer my warmest 
The enclosed toider you've hed © moment te reed the | lett 
you then you (hee meters wvestment plen te 
popular «4h busy utives ne 
Plesse put m your pocket ond reed when you Theat you for the time you geve for the 
for the ent you have 
con give your full ettention. thet unpertent People «he wort hard you ere often toe occupied ‘ ead 4 
my nm 
te their hard-pressed hours studying the market 
Alter you bewe reed « pleeee take full etventege of Mere then mills 
the specie! etudy | made of the many de that for them 
postcard you fied @ thee letter Let me design © persone! ples for you you be ander 
myeeil pot the tome ond plece ot the 
you ever have Ony questions went ony ov 
of thle letter ent me: the enclosed envelope 
| leat forwerd te seeme you 
score 
Swcerely 
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you preter your my your home, 
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What are you selling? Why does your reader need it? How can he 


use U” What can it do for his benefit? Explain these, says agency 


copy chie} Arthur Cone, and you'll attract the right kind of customers 


to your offer. Here, he shows why it’s important to . , 


GET OUT OF THE BARGAIN BASEMENT . 


— MY MIND, a glaring weakness in 
much of today’s mail order is 
its overworking of “bargain-sell” 
clichés at the expense of selling the 
product or publication for which the 
mailing or space ad is created. 

We sell both by mail and space for 
our clients . and certainly we'd be 
foolish not to use special invitations, 
money-saving bargains, 
and other proven methods for obtain 
ing orders. But we're always careful 
that a special offer is subservient to 
the main purpose of selling a sper ific 
book club, reeord club of 
other merchandise we handle. 

While we 


we're 


magazine 


want orders (who 
doesn't) basically 
with getting customers who'll make 
follow up efforts look good, too. The 


acid test of any success is whether 


concert ned 


or not by direct mail or space 

it's helping to build long-term “bread 
and butter” business, This is why 
it may be that an offer pulling more 
orders is not necessarily the best 


copy 


I recall one special price offer that 
pulled four times the usual number of 
returns for a publication. Yet, so few 
of these orders renewed that our 
regular copy made better long-term 
economic sense, and the special offer 
was set aside, 

Why should this happen? The 
answer seems to be that just because 
you receive returns of 2°, 3° or 
even 4°¢, you are not necessarily get- 
ting the people you want! For even 
with a 4°) return ‘certainly high by 
direct mail standards} 960 
1000 have not re- 


most 
people in every 


Arthur Cone 


sponded to your offer. So just because 
you receive 40 orders per 1.000, it 
does not always mean that these are 
the best 40 people for you. In fact, 
your long-term interests, in light of 
cancellations, returns, 
collection problems and so forth, may 
lie with an entirely different group. 

The one way you may logically be 
sure of attracting the right kind of 
people to your offer is by explaining 
in your copy exactly what you are 
selling, why needs it, 
how he can use it, and what it can 
do for his benefit. 


merchandise 


your reader 


Reporter's Note: While the mails today are flooded with “cut rote” 


mail order subscription offers, Bert Garmise Associates, inc, 509 
Medison Avenue, New York 22, N.Y. is taking o firm and positive 


stend on the 


pr they create for publishers. In- 


steed of ballyhooing price-slashing “bergains,” Garmise-created 


offers play up all the benefits of the product first 
cuts end premiums second fiddle. As former ci 


giving price 


manager of The Journal of Commerce and Prentice-Hall alumnus, 
Garmise copy chief Arthur Cone is an experienced tester of dif- 
ferent mail order offers. in this article, he expleins why “selling 


your product” is importent 
you don't have to use bergain b techniq 
ful in moil order 


and offers some vivid proof thet 
to be success- 
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. AND SELL YOUR PRODUCT ! 


by Arthur M Cone, Jr., Copy Chiet 


Bert Garmise Associates, Inc., New York, N 


By playing up your product instead Safely tucked away on page 4, 
of simply going overboard on a youll find a = deseription of our 
“bargain” appeal, you can be reason premium. And it's an excellent: pre 
ably certain that the orders you get mium, too... giving the prospect 
are coming from people who under his choice of a free book of boating 
stand what you are talking about interest. But this premium is used 

and have a legitimate interest in as a “kicker” to clinch the order 
what you are selling after the prospect has been sold on 

The pieces pictured on these pages Yachting and its contents. 
are good examples of “selling the 
product.” One is a successful sub- Works Well with Space, Too 
scription mailing we did for Yacht- 
ing magazine It resembles a circular The sane approac h worked equally 
outside, with letter copy within. It well in a space ad for the Saturday 
invites the reader to discover . Review, which we ran recently in 
‘why more yachtsmen subscribe to The New York Times. But here, in 
Yachting than to any other boating stead of a premium, it offered four 
magazine in the world”. Inside copy extra issues of Saturday Review, free 
stresses... “you ll find in each issue We found this offer pulled more 
of Yachting the most complete in- orders from identical space than 
formation available about your another offer (at the same rate of 
favorite sport”. Layout features action $3.88) which featured a book pre 
photos of ty pr al scenes afloat (strik mium instead of the extra copies. 
ing a familiar chord with both sailing- Another piece of copy that’s worked 
craft and powerboat enthusiasts). A very successfully was a letter for Cue 
complete rundown of Yachting con- magazine . . . selling the magazine 
tents is also included in the copy. by promising a happier way of life 
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Note the head . . . “Stop seurrying 
and start living!”. And see how we 
followed-up by selling “relaxation, 
diversion, entertainment 1500 
wonderful ways to relax and enjoy 
yourself every weekly issue of 
Cue 

We tested this letter against our 
old standby which stressed Fret 
PREMIUM first, last and all the time. 
And once again we found that selling 
the product is paying off not 
only on new orders... but on re 
newals as well 

Folders, letters and space adver 
tisements like the ones sampled here 
drive home the irrefutable doctrine 

. that in mail order direct mail and 
space advertising, it is important to 
sell your product rather than merely 
your offer. 

As Shakespeare's Polonius might 
have expressed it . “To thine own 
product be true and watch the 
orders and repeat busines come 


pouring in 


YING 
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oer" COLLECTING MONEY...WITH HUMOR 


A short time back, a visitor to ovr office asked .. . “Whatever become of 
that fellow in Philadelphia who wrote such clever collection letters to doctors? 
The Reporter carried a number of stories about him with examples of his 
werk. Always gove me on idea | could use in my business.” Well... we 
asked that fellew in Philadelphia “How about some more examples?’ And 
he come across, os you will see by the accompanying illustrations. The writer 
is the old time direct moil expert, Horry J. Beard, Manager of Personal 
Accounts Department, J. B. Lippincott Company, East Washington Squere. 
Philadelphia, Po. The compony manufactures ond sells many technical books 
for doctors. Doctors are sometimes tardy in answering their mail and paying 
bills, though they eventually come through. Horry Beard has become pro- 
ficient in following through on doctors .. . in a nice sort of way which 
retains their goodwill. 

The “sourpuss” letter shown here brought in a check recently from an 
account which originated in 1939. “in lots of instances,” says Harry, “these 
letters bring back smiling checks.” Thot is, letters were returned with checks 
. « » with humerous comments written on them 

Te test your skill in judging good copy, check the letter you think must hove 
pulled best and which was second best. You'll find the correct mathemoticol 


answer on page 36. 
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Which One of These 
Collection Letters 
Do You Think 
Worked Best ? 


Answer on page 36 


} 8 LIPPINCOTT COMPANY 
Publishers Some 1792 


eer Or. 
‘Thies wes pooled church. 


I've been “playing” the come “tune” for long tie. 


Pieese 


Tou are probably tired of “wearing” it. I would be If poettions 
vere reversed. 


Won't you please give Ge of “playing” cow “tome”! 


thet “eoumt” better! Amt thanks ~~ really. 


Cardialiy youre, 
4.3. owe 


J. beard, 


To proper returs thle letter with pow 
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Wr IN THE ACE of statistics 
and science: were in the era 
of research and cost-per-thousand; 
we re in the heyday of die-cuts, pop- 
ups and pull outs the century of 
color printing and photo-typesetting. 

Here we are, everything needed to 


Here is another stimulating article from the editor make our Messages more meaningful 
(who is he?) of Mailway, h. m. of St. John Associates, .. » ewery device to catch the eve, 


keep the attention .. . every psycho- 
Inc., 75 West 45th Street, New York City. We logic al rule-of-thumb to get the reader 
should award some sort of a gold palm to this editor. on our side . . . every mechanical 


method of reproducing our advertise- 

The lead article in every issue is just about perfect. ment from electronic miracles on TV 
to electric typewriters that can work 
a twenty-four hour day without a 
coffee break. 

Yet with all of these able assistants, 
what still has to be done by hand 
or rather — by head? 

Yes, the idea .. . the planning . . . 
the thinking .. . the writing that sells 
asproduct or service. The theme for 
a campaign .. . the headline for a 


magazine spread .. . the leadline of 

WHERE DO a direct mail sales letter. Somewhere, 
in some corner of the office, someone 

has to have an idea, someone has to 

have the right idea — the one that 

IDEAS fits the problem, that makes writing 

the copy easy, that makes the con- 

cept make sense, that can sound cred- 

ible yet original, direct yet inviting, 


a For what is advertising direct 


mail, radio, magazine, billboard 

if it isn’t creating the inevitably right 
image of the product, if it isn’t set- 
ting the stage for a sale, if it isn’t 
helping the reader make up his mind 
(in your direction)? And can you 
print, produc e¢ or even start to write 
good advertising if you start without 
the idea? 

This “idea” business is abused, of 
course... and maybe the soap operas 
and the movies have given people the 
impression that the only people who 
create ideas are sort of Ivy Leaguers 
with Hollywood haircuts. Ideas are 
seldom born in an ivory tower 
“they come in on the ground floor, 

right off the street. 
A good idea is one that doesn’t attract What is an idea? Well, it’s the es- 
sence of a problem and the first rough 
attention to itself . . . it simply gets your point route of a way around it. It’s the 
dramatization of a specific situation 
across before the reader even notices it.” .. 80 that other people share it. It is 
an approach and ideas are really 
easy to come by. Now this doesn’t 
mean that you can put your feet up 
on the desk and get hit by lightning 
. for few workable ideas are of 
that ilk. Nor does it mean that if you 
put the problem out of your mind in 
hope that some stream-of-conscious- 
ness stuff will strike, you'll get the 
idea you need. No, ideas are worked 
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on, sought after, searched for — and 
the right one is always there if you 
look hard enough. 

There are, obviously, no guaranteed 
ideas. But there 
are and always will be check- 
lists by which you can induce ideas: 


ways to generate 


First: What is the problem? Are 
you trying to write a letter to ten 


thousand prospects? Why write the 
letter nou if this is the right 
season if they should want to 


listen to you . if you really do have 
something to offer, then what is it, 
how do you dramatize it? \s your 
cheaper . health- 


soap soapier 
or longer lasting? 


ier... prettier... 
Is your magazine more essential . . 
more exclusive... more amusing .. 
more informative ° more renowned 
. more practical . more reliable? 
{nd so on your idea starts when 
you start to outline the differences 
and distinctiveness of your product 


or service, 


Second: Whats going on around 


mer Let's agree youre trying fo 
write a sales letter, or prepare an 
offset folder. Step back a minute, 


step away from your own problem. 
What is happening outside the office, 
in the trade that might offer vou a 
tie-in? Everyone plays Christmas 
and Mother's Day to a fare-thee-well 
But how about a Season, a sporting 
event, a back-to-school theme? And 
what are your prospects likely to be 
thinking about— how you use this 
to get the idea that gets them on 
your side. 


Third: What can this do for them? 
What do you offer 
prospect in terms that he or she can 
appreciate? Whether you sell a freez 
er or a stove, a car or a can of soup, 


your customer 


a vacation or a twenty year endow 


ment what inner benefits do you 


? Peace of mind comfort 


bring 


relaxation convenience 


HOW CAN YOU GET IDEAS? 


In response to our first Front Porch Scuttlebutt 


column in the August issue, this interesting letter came 
from Anthony R. Gould, business manager of U. S. 


News & World Report, 24th & N Sts., N.W., 


Washington 7, D. C. It is worth reading . . . for all those 


who are seeking new ideas. 


; EE, HENRY, at 9:30 this morning, 
did you hear me applauding your 
item about the way FTC has stuck 
into the amateur camera 
fan’s I don’t know any- 
thing about your 3-D, but I take 
colored slides. On return from a leis- 
urely trip through the Northwest, I 
had a batch of slides, and after a 
couple of days trying to clear off my 
desk, I finally got time to take them 
to the dealer. After charging me what 
seemed an amount 
for developing the films, he stuck on 
H0¢ postage. | watched when the 
package came and found there was 
16¢ on it. That extra 44¢ didn’t make 
me a bankrupt, but it did make me 
mad. 

I was also interested and stimul- 


its nose 
business 7 


unconscionable 


comments on being 


ated by your 


alert for ideas. On the trip, | had one 
of those 35¢ books, which I never 
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did get to finish, on the history of 
science. | did get as far as the chapter 
on how and why many scientific dis- 
coveries in the past were more or less 
accidental. The author's view was 
that the thing had been happening 
many times, but it happened once to 
a man who was observant and 
ecurtous. 

For instance, Newton 
with discovering gravity, when the 
Bible says the walls of Jeri ho fell 
and the rain fell around the Ark, so 
the idea of things falling wasn’t new. 
They had been doing that for years, 
but Newton wondered why they fell. 
If the earth was round and rotated, 
day, say at 


is credited 


sometime during the 
noon, he was standing with his feet 
directly under him. At midnight, his 
head must have been under his feet 
But things still went toward the 
earth. He had to explain this. 


security, ete. Look for the germ of 
your advertising idea here, and the 
one you find will almost surely fit. 


But this isn’t all, by any means. 
For once you've examined the prob 
lem thoroughly and thoughtfully 

once you've thought from the read- 
ers needs rather than your-own, your 
mind is working with you. Then, and 
only then, vou get ideas beginning 
to bubble up by association . . by 
through past experience 
you ll 


contrast 
by auto-suggestion. And 
find that the ideas you do get close 
in-on the problem more than you'd 
ever have believed possible before. 
And when reflect your 
problem then the rest of your 
copy, the whole “feel” of your pro 
motion, will show it. 

\ good idea is one that doesn't 
even attract itself it 
simply gets your point across hefore 
the reader even notices it, @ 


ideas 


attention to 


Watt watched the cover on a ket- 
tle lifting and letting out steam. Hav- 
ing observed that, he figured that 


force could be increased and con- 
trolled and made to drive a piston 
back and forth. Now, water has 
boiled and steamed ever since they 
tried cooking the first piece of meat. 

There are lots of common things 
going on around us that, if we would 
just keep our eyes open, could be put 
to use in selling or how we handle 
our mechanical work, how we live. 
We think of these discoveries when 
they come to us as accidents, but the 
things that motivate people to buy 
have been there all the time. We just 
have to see them 

Keep up the good work. I enjoy 
the Reporter of Direct Mail more and 
more. Maybe it’s because I know how 
to appreciate it better, @ 
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D: 


Step 1D-1; 


264 envelopes $ 
Typing envelopes 1.25 
Postage 7.92 
Change of address cards 3.10 
Depreciation, salaries, administra 

tien, ete 3.50 


Step 10-1 Total 


A: Addressed pieces are mailed from Post 


B: 


1.) These nixies ore re-addressed and 


Office 

55,820 arrived at destination 

572 “form 43547” are returned to 
mailer 
1.) Corrections are made in master 

record and/or stencils 

264 pieces are returned to mailer 
marked “Addrewee Unknown” of 
“Me Forwarding Address” or “Moved, 
Left Neo etc 


resent at Je. Outside envelopes are 
vtamped “Please forward”. (Mail 
ers own change of address card 
now enclosed ) 


COST SCHEDULE 


Te Resend Nixies At I< 


$16.52; 


A: 29 notify mailer of their new address 
on mailer's own card. 
1.) Corrections are made in moster 
record and/or stencils. 


As: 152 stencils for residue of nixies ore 
pulled from file 

B: 103 letters similar to the one shown 
on the facing page ore sent to Post- 
masters of all Post Offices . except 
those listed as not honoring “Letter To 
Postmasters”. (Post Offices listed on 
the facing page will return letters, 
with their notice to mailer thot it is 
unlawful to make public the addresses 
of their potrons.) 

C: 49 cards similar to the one shown on 
the facing page (conforming to para- 
groph 123.521 of Postal Manual) are 
sent to list of Post Offices not honor 
ing “Letter to Postmasters”. lc per 
name (Minimum of 25c) and return 
postage in stamps is attached to first 
card of list going to “Postmaster”, 
each city 


B: 83 ore returned by Post Office as 
definitely undeliverable. 

1.) These ore pulled from master file 
and stencil destreyed 


COST SCHEDULE 
Step 3B: Te Send Multilith Letters 


103 letters: $ 45 
Envelopes: . 26 
Postage: 2.52 
Depreciation, salaries, administration, 

etc. 3.50 
Step 38 Total $6.73 
Step 3C: Te Send Postal Manvel Cards 
49 cards: ... $ 36 
Envelopes: 12 
Postage: .. 93 
Stomps for return postage 93 
Quarters attached to cords 

(31 Post Offices) 775 
Salaries, depreciation, admin 

istration, etc 2.50 
Step 3C Total $12.58 


A FOUR-STEP METHOD FOR OBTAINING 
A 100% CORRECT MAILING LIST... 


by Bro. Peter Schulz, 


OF M. Conv., Franciscan Fathers 


ee" EVERY CONSISTENT MAILER, it 
is always time for a change .. . 
a change of address. 

Standing high on the list of nee- 
essary ingredients for any successful 
mailing is the list of persons to whom 
your skillfully written, carefully pre- 
pared, neatly printed message will be 
mailed, Unless this list is correct in 
name, street, number, city and state, 
large 
nixies are returned to you. Your costs 


an unnecessarily number of 


mount your profit decreases. 

It is so expensive for us to put the 
name of a really good benefactor in 
our file, that we figured the ones we 


did have must be kept . no matter 


Wr. Se 


what the cost. After several years of 
headaches, fumbling around and mak- 
ing mistakes in an attempt to find a 
really good way of getting changes 
with the 
shown 


of address, we 
Four-Step procedure 
. to get Loo’, 
list. 
In the final analysis, we also dis 


came up 
above 
correctness on our 


covered that the best method was also 
the least expensive. By adopting this 
Four-Step outline to fit your own 
mailing situation, you too can obtain 
loot, 


list .. and at the same time, reduce 


correctness on your mailing 
your mailing costs 


Figures used in this analysis are 


Reporter's Note: Some folks whe are floating in the direct mail clouds 
thy eweoy from mundane matters such as correcting mailing lists 

but here is @ Four-Step analysis which deserves to be studied Previous 
items in The Reporter (porticularly from Ed Walker of Kozak) have 
emphasized the loss sustained by mailers when they do net try to 
recover the correct addresses of good customers whose mail has 
been returned as undeliverable Brother Peter Schuls of the Franciscan 
Fathers, Mt. St. Francis, Indiene is giving you here o detailed outline 
showing the results of his experience. He has mode this system work 
You can too, if you have the ambition to go through the necessary 
steps. The list correction methed you have here is the result of several! 
@ around. Brother Schulz cloims that in 
the best method was alo the least expensive 


daa 


years of bh 


the final analysis 


Bro. Peter Schultz 
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Francis, Indiana 


based on a recent national mailing 
of 56084 prteces. The Cost Schedule 
accompanying each step is based on 
the same mailing of 56,084 names 
Presuming that your mailings go 
out under “Form 3547” and the 
phases pres eding Step 1D are already 
efficiently handled . . . begin figuring 
your costs at Step 1D-1: 
» Suppose the 56,084 
customer list, that 


names are 


from your your 


average return on your mailing is 
$°>, that you mail six times a year, 
and that your net profit is only $2.00 
per sale. 
» At step ID, you'll see that 264 
names were involved. I81 of these 
eventually receive your mail 
> or five, place an order, netting 
S1O.00, 
» You mail five times more during 
the next 
$50.00 
$50.00 net. less total costs of 839 = 


realize 


twelve months, netting 


for changing addresses, will 
$11.55 profit for 
during the one vear in 


your organization 
which the 
addresses were changed. In follow- 
ing years, the full net profit will be 


realized. @ 


| | | 
Mie 
Hy, 
& 
j 
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A: 92 letters are corrected and returned 
by Postmasters 

1.) Stencils and/or master record are 
corrected. 

2.) 11 stencils set aside for combining 
with next mailing of Poste! Manval 
cards 

B: 49 cards ore corrected and returned 
by Postmasters 

1.) Stencils and/or master record are 
corrected. 


COST SCHEDULE 
Step 4A-2.): 


@ If the total expense of this list correction method seems high 
. . chances are you'll find it justified when you weigh the com 
against the results expected from your mailing: 


Total Cost Of The Four-Step Method 


Step 1D-1: to Re-Send Nixies ot 3« $16.52 


Te Combine With Next 
Mailing And To Send Cards: 


Step 3B: to Send Multilith Letters 673 


$ Step 3C: To Send Postel Manvel Cords 12.58 

Postage: 24 

Stomps for return postage 24 Step 4A-2: To Combine With Next Mailing 

Quarters attached to cards And Te Send Cards 362 
(8 Post Offices) 2.00 __— 

Depreciation, salaries, admin Total Cost:.... . $39.45 
istration, etc. 1.00 

Step 4A-2. Total $3.62 


ARIZONA KENTUCKY NEW YORK Dear Postrnaster 

Me 

Lexington Hrootl 
Le 


Cen you find the present address of 


Shi ve hbenezer 
ARKANSAS Mount Vernur 
lLitthe Hoek MARYLAND New York 
CALIFORNIA onto 


A 
MASSACHUSETTS Buckeye [ake 
Bark Ha ‘ i 
rea Hiver Vim ia 
Havert ‘ 


About six weeks age | mailed « letter to the addressee by 
Third Clase Mail, ‘Form 5547 Requested’, and received « 
return endorsement ‘‘Moved, Left Neo Address 


MICHIGAN 


Pasadena 


OREGON 
Hi llebero 


4 second meiling, sent shout « month ago, First Clase Mail 
wee either forwerded or lost, since it hes not been returned 
te we 


PENNSYLVANIA 
aul 


Would you merely write the new address at the bottom of 
ul . thie letter ond return it to me, plesse? In thie way we will 

FLORIDA - TENNESSEE have relerence to the old address 

rel erie ‘ 


Hypoluso mississirri Sincerely, 


MISSOURI 
Ka 


Free VIRGINIA 
Maywe MONTANA Crew 


Your Corner Card Nere 


folk 


WASHINGTON 
‘ 


WEST VIRGINIA 
INDIANA new HAMPSHIRE 


aka WISCONSIN 
He NEW IERBEY ‘ 


POSTMASTER The eddress sppesring OF card is 
incorrect, Mail hee been returned because the person 


hae moved Will you bindly correct secording to 
Peregreph i215 521 of the POSTAL MANUAL? 


KANSAS 
as City NEW MEXICO 
Ti oeka aler 


Thank you 


‘ORR 
i 
3 & J = 
as 
Burbank 
Ketiand 
Hiversice ‘ or 
Van Nuys Hturgis 
Aurora 
é 
Mi lwauke i 
er 
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A reader answers the “whys” of 
Motivation Research .. . by writing 
a letter which proves: 


EVEN A 
TOWEL 
WILL BE READ! 


A. Liloia. 


Jersey City 


udent 


VJ 


by €. 
Liloia 


Issovtates 


What 


advertising 


GENTLEMEN! 
alled 


OOD HEAVENS 

have the 
men” and “direct mail specialists” 
heen doing all these years? 
1957! ‘Rie questions put 
forth in December's edition of The 
Reporter under “Motivation Research 
and Direet Mail,” 
They 
brilliantly many years ago by men of 
rare intellects. Hasn't heard 
of such men as Robert Ruxton, Harry 
B. Kirtland, W. 5S. Townsend and W 
Bryce-Delaney 

Having read, 
digested and employed successfully 
and profitably their 
Printed Salesmanship 
what astonished to find that 


have long been an 


swered have been answered 


anyone 


studied, researched, 
principles of 

was some- 
what | 
consider the obvious answers to the 
“why” of the questions still remain 
aomystery to some men 

Aside from containing glaring gen- 
eralities, the article 
tions making me somewhat nervous. 
| answer them briefly the 


order in which they appeared 


Q: Why do some letters bring orders 
while the 


waste basket? 


A; Whoever 


familiar with the basic principles of 


others end up unread in 


wrote them was not 


“You will notice that this long letter is written on Scott's Paper Towels, the envelope 
in which this letter wos enclosed does not match the paper stock. This, to prove, con- 


clusively, 


known to be of interest to the recipient, and the long 


that when a letter is written to a specific person, with ao message that is 


gh to do a job— 


that letter WILL BE READ AND RESPONSE MUST FOLLOW’ ‘==. A. Liloie 


writing to sell, In all pro! bability, they 


were mere “advertising 


Q: Why do some people routinely 


throw mail ads away 


A: Be« ause some 85‘, or more of 
violates 
long as 


ads. 


all mail “advertising” one 
vital selling principle. As 
advertisers continue to mail 
people will continue to heave them in 
baskets. (Incidentally, what is 


an ad?) 


waste 


(): What are the effects of colored 
envelopes and letterheads? Oj dif- 
ferent type faces and heads? 


A: In the final analysis? 
cant! Providing they are 
taste and quality and in keeping with 
offered. A_ selling 
message written on butcher paper in 
chic ken's blood will make 
profit, The selling words used will 
do the work. 


Insignifi- 
in good 


the proposition 


sales at a 


Q: When is an informal, personal 
approach indicated 7 


A: That depends upon the exact na- 
ture of the selling effort and depend. 
upon the action desired. Sue- 
cessful advertising-selling campaigns 
fall into two parts. Only 


is essentially informal and personal. 


ing 


one phase 


Reporter's Note: in December, 1956 we 
reprinted part of an article on Motivation 
Research which hed eppecred in the 
house magatine of Tension Envelope Corpor- 
ation. We received most reaction 
to it which come in a plain white en- 
velope stamped “confidential. inside were 
five sheets of paper towels on which was some 
excellent typing. At first, we thought wees 


some sort of close reading re- 
vealed its serious intent. Typed at top of first 
poge was a simuloted letterhead reading C 
A Lileia Associates, Printed Salesmanship, 346 
Summit Avenve, Jersey City, NJ. Oldfield 
6-1412. We've reed the letter several times 
and heve showed it to visitors. All agree it 
should be reprinted. Perhaps it will help your 
own thinking 


approa h he 


When should the 


more formal? 


A: Again, it depends upon a multi- 
tude of 
‘ ampaign. 


circumstances, in a 
(See “Versatility in a 


given 


good dictionary.} 


Q: How about “gimmicky” openings? 


A: The tools of amateurs 


Q: When is a long letter best and 


when should a short letter be used? 


A: When a long letter is required to 
do an intelligent selling job. A very 
long letter warrant writing a 
booklet. Regarding a short letter 

under no conditions should “short” 
letters or ads ever be employed. The 
“short” reveals a 


may 


use of the word 
poor understanding of the definitions 
of the words “short” “brief.” 
(The dictionary can be a very useful 


): What hinds products do hest 
when many pieces are included in one 
mailing pac hage 


A: This question is too ambiguous. 
No man with writer-salesmanship ex- 
attempt to answer 
Many fa 
tors and principles must be consid 
any 


perience would 


such a general question 


ered to a given situation before 


one can say. 


should only one letter or 


When 


hro« hure he u sed 7 


A: One letter and one brochure 
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should be used in the first phase of 
the second part of all selling-adver- 
tising campaigns. (| take for granted 
“advertising men” and “direct mail 
spe ialists” already know all the basic 
principles and procedures of cam 
paigns written and designed to sell at 
a profi!) 


@: What mailing lists are best for 


uhat produc ts 


A: Every mailing list is, by nature, 
a mere mass of possibilities for a 
given product or service. It is up to 
the writer-salesman to know how to 
cull out prospects from possibilities 
and ought to know what to do next 
(The procedures, which can be ex- 
plained in great lengths, is also based 
upon a simple, logical principle which 
stems primarily from one basic hu- 
man characteristic existing in all 


people. 


Q: What copy approac hes are indi- 
cated with different mailing lists: 


A: A complete understanding of the 
people you are to reach; their habits; 
likes and dislikes: their positions in 
life. business, society, ete. 
research, common sense and the abil- 
ity to know. in advance, who the 
logical prospect is. GET THE FACTS 
use the principles that exist and 
have existed since the days of Plato, 
Socrates, and Aristotle. The copy 
will write, as it were, automatically. 


Why does a spect fu mailing ptece 
geta tremendous response one tune, 
and not draw at all when it goes out 
again’ 


A: “The only thing that is constant 
about business weather is a continual 
state of change.” James H. Rand, 
Jr. 


): Under test conditions, u hy does 
one color envelope pull better than 
another the first time, but on repeti- 
tion of the test, brings exactly op- 
posite results? 


A: When it comes to the physical as- 
pects of any advertising selling mate- 
rial, | say it is a mistake, and a costly 
one, to think in terms of color, en- 
velopes, stock, type, circulation, ete. 

. when the emphasis should be on 
the physical aspects (specific, dy- 
namic, concrete, believable and mo- 
tivating words and thoughts). On 
that depends largely the success of 
any written and distributed selling 
presentation. Sales are made in the 
mind not in the eve! 
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accentuate and emphasize the basic in planning 
your direct mail campaign. cupples personalized 
envelopes give the maximum sales impact to your 
direct mail advertising, because they are designed 
for your specific purpose. let our art department 
assist you in the development of your next 
envelope mailing. it’s as simple as a, b, c. 
cupples envelope co. inc., 360 furman st., 
brooklyn 1, new york: telephone tr 5-6285. 
offices in boston, philadelphia, washington 
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): Finally 


what neu 


(and perhaps most im- 
portant), ideas, new ap- 


proaches and new attacks can be 


gained from Motivation Research? 


A: The question is not one of new 
ideas, new approaches and new at 
tacks. Rather, to go back and start 
from a new beginning ... the begin- 
ning where all the basic motivating 
principles have been established and 
employed with 


alre ady have heen 


startling success. It is not so much a 
question of new learning as one of 


unlearning the erroneous, superficial, 


and misleading ideas of this thing 
called “advertising” and “direct mail 
specialization.” 


There is no need for men to wait 
for the day when the complete an- 
swers to these questions are given 
right under our 
The problem is to recog- 


They are here 
very noses 
nize them, understand them, harness 
them and employ them to our adver- 
tiser's, and our own, profit, 

Simply because some men do not 
have the answers does not necessarily 
mean all men do not possess them. 


SORG’s omekote. BLOTTING 


Now you can add extra colors to your blotters 


without extra printing tn presssones 
with the new Kromekote Blotting in colors 


harmonming color effects 
by Sorg 


and achieve many eye-catching, 


And remember, the high gloss finish of Kromekote permits you to repro- 


duce your finest dhustrations 


either single-color of multicolor — with 


perfect results. Ask your Sorg Blotting merchant for sample sheets of 
these exciting new Kromekote Blotting colors 


Comverters of (me ond Papers 


UC 


The December Reporter article claims: 
“But in spite of this vast amount of 
substantial data. NO ONE knows the 
answers to the one important ques- 
tion... why?” 

Is one failure the failure of all 
men 4 Is one success the SUCCESS of 
all men? Is the lack of knowledge of 
the “why” 
knowledge of the “why” in all men? 


in some men the lack of 


The answer is obvious! Let us not 
be so general, for that is the glaring 
error made by men in and out of the 
advertising-selling circle 

My gracious, it just dawned on me 

| am writing a long letter. So 
rather than offend the advocates of 
short letters, | transfer my thoughts 
to my client's campaign who wants 
me to put into action the answers to 
the questions presented above. He's 
like that. 

I certainly hope | have not stepped 
on anyone's “mental toe,” for am 
sure that all that has been said will 
be accepted on a purely objective 
basis. 

Yours For Putting More Selling 
Into Advertising. 
(Signed) C. A. Liloia 


P.S.: If you have read my letter to 
this point . . . then the answer to ques- 
tion numbers 7, 9, 11 and 13 are self- 
evident. @ 


BORROWING 
BY MAIL 


Here is how a new ideo was reported in 
the Curtis Courier, hm. of Curtis 1000 Inc., 
West Hartford, Conn., edited by Tom Dreier. 


R ICHARD P. CHAPMAN, president of 
the Merchants National Bank of 


Boston refuses to be tied to tradition. 


He enjoys being an experimenter. 


He argues that the easier you make 
it for people to do business with you 
the more customers you are likely 
to have. Applying for a loan is an 
unpleasant task for most people. At 
Mr. Chapman's bank you can now 
get an unsecured loan without ever 
going into the bank. 

This is the way the new plan 
works: When a depositor wishes to 
apply for a loan, all he has to do is 
to make out a brief application form 
(these are being mailed to Mer- 
chants National depositors). sign a 
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statement on the other side of it 
which commits him to fulfill the dec 
larations therein in the 
loan is granted, and mail the appli 
cation to the bank. 

A brochure 
plication blank contains a loan re- 
payment table showing the amounts 
various 


accompanying the ap- 


payable monthly for loan 
periods. 
After the loan is approved, 


is mailed out to the customer 


a check 

When 
the customer endorses the check, he 
is at the same time signing a state 
ment on the back of the check com- 
mitting him to meet all the obliga. 
listed in his own numbered 
This device elimi- 
customer to 


tions 
application form. 
nates the need for the 
sign a note for the money received. 

Since the same number appears 
on both the application and the 
check, when the canceled check is 
returned to the bank, it can be put 
with the original application. To- 
gether the two pieces form a legal 
instrument with full recourse. The 
only way in which this instrument 
differs from a note is that it cannot 
be discounted. @ 


BUSINESS: 
LARGE & SMALL 


Here is a brief report on aon excellent new 
angle in big firm public relations . @ story 
that needed to be told. 


Gram LATIONS to the planners 


at E. |. duPont deNemours & 
Company, Wilmington 98, Delaware 

. for one of the best public rela- 
tions jobs of all time! 

It’s a 36-page, 9” x 12” brochure, 
titled “The Story of Business: Large 
and Small.” It describes in Life style. 
with plenty of pictures and modest- 
sized copy blocks, the growth of busi- 
ness (of all kinds) in these United 
States. It shows the interrelationship 
or the dependency one and the 
other) between big business and the 
could 


other. The 


a fascinating 


small business. One 
not operate without the 
bro hure 


picture of the complex business pat- 


so-called 


entire paints 
tern of today compared with the early 
beginning of industrial growth. The 
duPont itself is quietly sub 
merged, 


story 


We were particularly interested 

angle in big firm public 
relations .. .. because back in 1950 
The Reporter ran a series of articles 
by Joe Russakoff on how small busi 


ness could be helped by better and 


this new 
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event the’ 


more direct mail... and how large 
business could help in 
training by showing their trade out 
advertising techniques 
could 


necessary 


lets how the 
used by large 
adapted by the +. 
were widely re ad We 
excellent examples showing big busi 


business 
Those 
received many 


articles 


ness training small business in direct 
mail lore. 

DuPont, at that time, was in the 
preparing direct’ mail 
booklets for suppliers, 
dealers, retailers, processors, et 
Others, such as rug and roofing man 


lead spot in 
educational 


ufacturers, followed suit. One reason 
for the tremendous growth of direct 
mail in the last five vears 

This duPont 
large and small, 
It is 
thousand copies have 


thought leaders and 


story of business, 
needed to be told 
Forty 
been 


getting big distribution. 
already 
sent to editors, 
others. If you would want a personal 
copy for your information and files, 
write to DMAA Director W. W. (Bill) 
Lewis, Jr., Direct Mail Di 
vision, Advertising Dept., BE. 1. duPont 
deNemours & Co., Wilmington 98, 
Delaware. @ 


manager, 


THs ORIGINATORS OF PRE-SENSITIZED OF. OFFSET. 


this special 


POCKET 


The ENCO “Pacemaster” 
has these proven advantages — 
Prove them to yourself. . . 
Low cost 
Fastest Exposure 7 
Fastest Processing 
No Lacquering 
No Gumming 
Top-Quality Reproduction 


"OFFER EXPIRES OCT. |, 1957 


azoplate 


SUMMIT NeW 


NAME 
COMPANY 


ADDRESS 


r 
| AZOPLATE CORP 
| Morris Ave. & Weaver St, 


HERE'S THE OFFER 


It's double-barrelled — you just can't lose. 
Try the ENCO “Pacemaster” the new 
economy negative-working pre-sensitized 
plate by Azoplate — the originators of 
pre-sensitized plates. Send us a dollar — 
we will send you, postpaid, four plates 
(duplicator sizes — up to 10 x 16. Fill out 
coupon for trial offer on larger sizes), 
plus free developer. If you don't agree 
that they are the fastest, easiest to handle 
plates on the market, your dollar will be 
refunded without question 


With the trial package you will receive a 
coupon worth $1.00 that can be used 
toward the purchase of a regular package 
of “Pacemaster” plates from an ENCO 
dealer. So you get your money back either 
way. Try these new plates — see for your- 
self why so many offset duplicator opera- 
tors prefer “Pacemaster” 


SUMMIT, NJ 


Enclosed $1.00 (check, cosh, MO.) Send 
Enco “Pacemaster” as per offer in sizes 


shown below 
Slotted 
Size Punching Pinber 
Straight 
Send information on larger plates 


Send literature on Enco plotes 


ZONE STATE 


- 
| 
ger 
\ 
AY 
city 


An exclusive report on a current campaign: 


POSTCARD PHOTO SERIES BUILDS 


A FRIENDLY “PERSONALITY” 


by Bill Methorn, 


fecount rerutive 
Graphic Service, Dayton, Ohio 


HROTHERS, plumb 


ing supply wholesalers in Dayton, 
Ohio aren't much different from half 


adozen other outhts in the same 
They're medium 
stock of 


brand merchandise, extend credit, and 
delivery In short, 


business in town 


sized, carry a complete 


feature speedy 

they re a good, honest, reliable of 

ganization . but not unique 
When the three Pickrel brothers 


(Dave, Dick and Jim) 
Graphic Service and said they'd like 
to do a little direct mail advertising, 
their situation presented a consider- 
After studying Pick- 
rel’s problem, we pointed out that 
with a number of equal sources avail- 
able, the main thing that brings cus- 
tomers into a shop is because they 
like its know they're 
friendly and human. But it wasn't 


came to 


able challenge 


people 


enough just to say “We're Friendly 

at Pickrel Brothers.” so we advised 

the trio to develop a distinctive hu- 

man, friendiy and happy personality 
by mail. 

Based on this friendly-human ele- 
ment, Graphic planned a series of 12 
photographic posteards which would 
visually express the brothers’ person- 
ality . . . vet stay within Pickrel’s 
limited budget. 
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In a series such as this, the quality 
of the photographer is important... 
because not every photographer can 
give vou the shots you have in mind. 
For this off-beat campaign, we used 
the talent of Tom Schwartz, an 
imaginative young photographer with 
Johnson-Sabatino art studio in Day- 
ton. If the photos are to be good 
in this type of treatment, the situa- 
tions must be imaginative . and at 
the same time simple enough to be 
photographed without extensive use 
of props, ete. The ideal situation al- 
lows the photographer latitude to 
exercise his own imagination, and 
he believable enough so the “models” 
can get into the spirit of things. 

One of the most interesting things 
about the final photos was the way 
the models did get into the act. Dave. 
Dick and Jim Pickrel and two of their 
employees served as “real life” mod 
els . . . and turned out to be just 
ham enough to be better than pro- 
fessionals 

Printed on jumbo size, Kromekote 
cards, typical scenes in the series 
feature one of the Pickrels or their 
men in a “left field” situation. For 
instance, one shows Dick Pickrel in 
a Gay-90's striped shirt, obviously 
false mustache and stiff derby hat, 
peering out from behind an old vin- 
tage cash register. Copy plugs the 
idea that Pickrel Brothers have gone 
so far in stressing “old-fashioned 
friendliness” and “old-fashioned serv- 
ice” that Dick's gone “plumb loco” 
and posted “old-fashioned pric es.” 

While the entire series reflects this 
type of cockeyed mood, the light 
paragraph of copy on each card puts 
across a strong selling point. And 
half of the address side of each card 
carries a message urging prospects 
to phone or come into the shop. 

With only three of the cards mailed 
to date, Pickrel Brothers have already 
received all kinds of favorable com. 
ments. The three brothers are natur- 
ally taking a lot of kidding about 
their photogenic antics, but the series 
is definitely building real comfortable 
and friendly customer relations 
as well as producing new business. 
A typical result came from an old 
but neglected family friendship who 
walked into the shop carrying one of 
the cards. “I didn’t even know you 
fellows were in the plumbing supply 
business,” he said. “But I'll be deal- 
ing here from now on ‘ 

The Pickrel photo posteard series 
proves it's not enough just to say 
“We're friendly.” You've got to show 
it... with a personality. @ 
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SALES = 


BY 
DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc... . basic fabric manufacturers .. . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


New York 17, N. Y. 


E Fes, 
— 
~ 
my 
i 
HICKEY MURPHY 216 East 45th Street Moe: 
JAMES GRAY INC. 
: 


601 ave. 


new york 22, n.y. 


BOOKLETS THAT BECKON 


Distinctive literature with thet come 
hither appeal that impels, tells, sells 


Request Fitzjohn book on your Ih 


That Fellow Bolt” 


Leo P. Bott, 64 E. Jackson, Chicago 


TCF OF CANADA LIMITED 


1016 BEAVER HALL HILL MONTREAL |. QUE 


SO CLEARLY EMBARRASSED! 


There's no hiding our red faces 
Last week we asked you to be our 
guest in Toronto at the Canadian 
National Packaging Exposition 
(Nevwember 6 8) 
can t escape the fact that some 


But we just 


of our invitations were mailed 
with insufficient postage. We're 
sorry, and we apologize. Please 
accept the enclosed dime (so 
clearly protected!) ae compensa 
tion for the postal penalty you may 


have paid 


In view of our slip-up. we look forward just that much 
more to seeing you at the Exposition We want to show 
you that TCF hospitality will quickly » for any 
imc Onvenience we might have caused atry 


won't you? 
Humb)iy 


TCF of Canada Limited 


Mander 
General Sales Manager 


Our exhibit is in the C_N_E. Automotive Building. 
Booth Nos C.80, 81, 98, 99 


There are many ways of saying “I'm sorry” but Oliver Niehouse, sales 
promotion manager of TCF of Canada, gives us an unusual example which 
hits just the right tone. And it made a hit. As letter indicates invitations 
to an exhibit were sent out with insufficient postage. However, the Post Office 
Department didn’t catch them all. Some of the recipients sent back the coins 
with jovial remarks, 

The letter shown above received more favorable comments than any 
mailing ever sent out, says Mr. Niehouse. Some of the visitors at the exhibit 
joked about the mailing and good naturedly accused the promoters of delib- 
erately sending out the first letter with insufhcient postage . just to be able 
to mail the sure-fire-attention-getting second letter, 

Maybe that’s not such a bad idea. . . even though it was not planned as such 


in this case, @ 


other 


Which Lippincott Letter Worked The Best? 
— From pages 24 & 25 — 


The historical letter brought in the best collection returns of all. The church letter 


But all others worked satisfactorily and brought in accounts of more 


wos neat 
as a salesmon 


than three yeors standing. Horry Beard just keeps plugging away 
does) with repeot colls, different approaches to the some old two-word story 


‘Please remit” 
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FREE SAM 
CLIP BOOK OF LINE AAT 
CUP BOOK OF TONE ART 
CUP BOOK OF LETTERING 
| 
HARRY VOLK JA.ART STUDIO | 

Riese 


when it must 


have dignity... AN, 


it should be on 


Atlantic Bond! , 


y 


Dignity, eloquence, impressiveness — qualities that spell /eadership in industry 
are among the reasons so many of industry's leaders choose ATLANTIC BOND. 


ATLANTIC BOND is the genuinely watermarked, #1 Sulphite Bond... 
first in its field for sales because it’s first 

in performance. ATLANTIC’S greater bulk and 

stiffness mean smoother running always. 

Impressions “take” better... look 

sharper, clearer. And ATLANTIC BOND 

is moisture-controlled for dimensional 

stability...assuring more accurate 


register on every run — no wasted 


time or money on re-runs. 


Next time — and every time 
you wish to impress 

customers with the dignity 

of your message, put it 

on ATLANTIC BOND! 


Reproduction Department. 
Blackstone Corporation, 
Jamestown, Y. 


STERN 


| 
af 
is 


ings copy 


from 


motives 


Seuth Rood 


ing 400 orders a week 
accompanied by check in full 


Know people 


Member 


if warranted 


wire or phone 


Albert E. Anderson 
Pepperell, Mass 
HEmlock 3-5537 


NEED COPY THAT 
PULLS ORDERS? 


Have written 


result-produc 
since 1933 


Specialize in copy to pull or- 
ders and “solid” inquiries 


Last effort currently produc- 


7 


business firms 


understand 


Direct Mail 
Advertising Association 


Send full details for analysis. 
Will quickly 


recommendations 


return specific 


and quote 


fee. Personal conference later 
Only “ready- 
to-go" deals, please! Write, 


COlumbus 5-8616 


MAIL ORDER LISTS 


136 W. 52nd 


Meme: Comet of Meine 


“Reed-able Copy” 


A Merthly Clinic: Conducted by Quuille7 Rud 


WILL GET YOU SOME- 
WHERE. START TALKING is one of 
the mottoes dredged up by Fred Gy- 
mer for his Let's Have Better Mottoes 
Association. And it makes very good 
sense. Especially for the copywriter. 
If you want to establish rapport with a 
reader, try flattery. You'll be surprised 
how well it works, 

Oh, I know, you think flattery is in- 
sincere When somebody Says some- 
thing nice about you, you're inclined 
to say “Really, it was nothing!” At 
the same time you're pleased. You get 
an inner glow. It makes you feel good 
inside even while you are protesting 
that the thing you did to cause the 
flattery was “really nothing.” 

Of course, flamboyant, over-done, 
and insincere sounding flattery, with 
no basis in fact, isn’t the kind I'm 
talking about. I'm talking about Web- 
ster's definition of flattery which 
reads: “To gratify the recipient's 
vanity.” And “To beguile; charm.” 
Everybody, but everybody, has a cer- 
tain amount of vanity in his make-up. 
He's proud of his accomplishments. 
He likes to have people mention his 
prowess, or compliment him upon his 
little success. And an appeal to one’s 
vanity can be made a wonderful open- 
ing for a letter. 

The Atlantic Monthly subscription 
letter flatters me to the point of think- 
ing | might be a “brain” when it uses 
the following as the first paragraph of 
a subse ription letter: 


Because we have good reason to believe that 
you belong among ite many readers, we 
should like to send you, free, the next two 
issues of The Atlantic Monthly 


An automobile insurance company 
letter begins: 
If you are a careful automobile driver who 
has not had an automobile accident in the 


past 12 months, you are invited to join our 
association and encourage safe driving 


Subtle flattery. Assuming that I am 
a careful automobile driver, and that 
my help might save lives now being 
lost in automobile accidents. 

One company sent a special letter to 
the concerns who had inquired about 
its product but hadn't bought. This 
was a year-end letter. It started out: 


THE REPORTER OF DIRECT MAIL ADVERTISING 


You folks have been mighty good to us this 


past year we keep receiving inquiries 


from you for (name of product) every week 
or so. Believe me, we appreciate your show 
ing enough interest in us to ask us to sub 
mit bids on your requirements. Now it's 
swell to be able to call you friends of ours, 
but we'd like to do even more than that 

we'd like to feel that you are a regular 
customer too 


Maybe we should call this friendly 
flattery, or merely friendliness. Try 
getting some of this into your letters 
and watch your inquiries and orders 
increase. Just as everybody likes to be 
thanked for some service he performs, 
people also like flattery, whether they 
admit it or not. 


“GCotiver” Letters Flatter 
Your Prospects 


Week after week | comb the trade 
publications in many lines of busi- 
ness. | clip out short articles | think 
might be of interest to some individ. 
ual or company on my mailing list. 
When I run across an item I think will 
interest someone on my list I elip it 
and write a short letter. And I do 
mean short. These letters go some- 
thing like this: 


Dear Mr. Jones 
Ran across the attached item which | 
thought might be of interest to you 


Your sales manager might find some useful 
information in the attached clipping 


Or. 


In case you happened to miss the attached 
item perhaps it contains some useful infor 
mation you can user in your busines. 


I've been doing that type of “per- 
sonalized” promotion for years. Re- 
cently, | found myself writing so many 
of these letters it became necessary to 
simplify it. So | had a clip sheet 
printed, This clip sheet is 84." x 11” 
in size, folded down to 844" x 51, 
On the outside in facsimile longhand 
is printed the line: “The clipping in 
side made me think of you!” The in 
side page says simply: “From the desk 
of Orville E. Reed, Howell, Michigan. 
who proves every day to himself and 
his clients that it pays to keep unin- 
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terrupted, helpful mail contacts with 


good customers and people whose or SEND THIS COUPON! it will bring you 
ders you'd like to get.” It doesn’t say manaarion® complete FREE details about the many 
a thing about my services. It doesn't excellent new lists of mai! order buyers 
ask the prospect to do anything. we can supply for YOUR next mailing 

The clippings mailed out are cut Ours is a national service, used and 
out of the magazine or periodical with relied on by many of the most successful 
pinking shears, giving each clipping 
a serrated edge. The clipping is at- Tot mailers (large and small) in all parts of 
tached to the inside of the clip sheet — 100 Ae orree Sm the country. They know, from experience, 
and mailed in a 6” x 9” enevlope, og pesceur Se that we can obtain the kind of lists that 
First Class postage “ are ideally suited to their needs 

Horace Nahm of Hooven Letters, wi JADDERN INC. Chances are we have the BEST lists 
Ine.. New York City, uses a similar 215 FOURTH AVENUE « NEW YORK 3, WY for your needs, yet they'll cost no more 
idea. When he runs across a news PHONE: SPring 7-7460 than ordinary lists. Our recommendation 


item about some executive promotion, CHARTER MEMBER: National Council of service is FREE. Simply send the coupon 
he writes a letter to the individual in- Mailing List Brokers J 


22 Mail Order Experts 

Answer Nearly 600 Questions Edith Welker 

In Mazel 


Leslie Davis 


MAIL ORDER 
John T. McKenzie 

Paul A. Murtaugh, Jr 

$ T RK AT E G Y Elsworth Howell 


Victor O. Schwab 
Lewis Kleid 
James P. Connell 
4. W. Cassidy 


A. P. Jurgensen 


Dear Mr. Jones 

When your name appeared in Printers’ Ink 
the other day announcing your new job as 
President of John Jones and Company | 
wondered whether uw would be the right 
thing for a stranger to write and say, 
‘Lood lack in your new job 

I've been told by experts that everybody 
likes to get letters and that the way to 
make more triends is to write more letters 
And in our business we like to make more 
friends. Naturally we hope in your new job 
you will need good letters—-lots of them 
to make more triends for your organization 
Letters to customers to make them know 
and like you better letters to prospects to 
turn them inte customers. Good selling 


an idea-packed manual of personal inter 


views conducted by Lewis Kleid 
letters have a plus value of friendship Here for the first time is a volume that gives 
building that’s beyond measure you not one man’s opinion, but practical know 
The best, of course, are Hooven Individually 
Typewritten Letters—our specialty, inei 
dentally—-actually typewritten letters pro 
duced on real typewriters. They are the 
kind that folks receive and read and pay 
attention to. You may send our letters in 


how advice of 22 top mail order practitioners 
Throughout 23 profusely illustrated chapters E. Robert Rubin 
Mr. Kleid fires all kinds of questions at the mail Sallie Weir 
order stars listed on the right. You get their = Dooley 
S$. Arthur Dembner 
will help you plan your own successful MAIL Robert |. Fenton 
ORDER STRATEGY. Send for your copy of this lewrence G. Chait 
132. page manual today Maxwell C. Ross 

Edward N. Mayer, jr. 


ON LY $7. 50 Tom McElroy 


direct from Maxwell Sackheim 
The Reporter of Direct Mail Advertising 
224 7th Street Garden City, W. Y. 


candid answers on copy, list, mailing pack 
_ hes but they are always read one by age problems, etc. Their “How we do it” advice 
So here's wishing you luck, and if you 
think some time you will be even luckier 
using good letters to get business just call 
LExington 26162 and ask for a representa 
tive--he'll be a man who believes in help 
ing customers use letters, better 

Yours very truly 

Horace Nahm, 

President 


This is really “direct” mail. And it 
can be classed under the general head 


ing of “flattery.” eee eee 


So. when you sit down to write that 
next prec e ol dires t mail, if you V 
cant make it more friendly. See if PE 


there's a way you can flatter your 


prospect. Try showing a sympathetic EVERY SIZE + STYLE - GRADE 


in hie problems. Forget the 24 HOUR DELIVERY —on ploin envelopes 


dignity of your organization for a 
minute and talk to your prospects in 48 to 72 WR. DELIVERY —on printed envelopes 
the vernacular. Your prospects may 


be top brass. The concerns you want +, COMPLETE ENVELOPE IMPRINTING DEPARTMENT 
to do Staffed by envelope experts—tully equipped for high 
‘ — ative. But under the brass ane speed economical service to meet your most exacting im- 
behind the conservative front you'll printing requirements, including multi-color and specialties 
find a human being. When you appeal 


ta him as auch your direct mail begins §74-5200, 8866, 8867, 8868 


to do a better job > 
DIPLOMAT ENVELOPE CORP. 
DEPT.OM 23-23 BORDEN AVENUE, LONG ISLAND CITY 1, N.Y. 
FEBRUARY, 1957 
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Is this 


Kobotypers 


where 
they file your letters? 


Why not give your form letters that 
“Hand Typed” look that gets them read! 


Now you can give form letters al! the interest and 
appeal of a personally dictated letter — for as littie 
as a penny a page! 

Robotyper works something like a player piano 
... 1960 style. Automatically types from 150 to 
250 letters a day with an electric typewriter. 

Want to personalize them? Robotyper stops at 
any selected point. Lets you type in dates, names 
or figures. If one Robotyper isn’t enough, you can 
hook up two, three, or even four together. One 
typist can easily operate them all. 

Robotyper can also be used to compose and type 
routine business letters. Simply make up a list of 
standard paragraphs covering most usual situa 
tions. Check off the proper paragraphs for any 
given letter. Robotyper does the rest. 

And it’s all so easy! Any typist who can push a 
button can operate a Robotyper. It takes only 
minutes a day from her regular work. 


If you send out form letters, reports, or bulletins, 
get the money-saving story on Robotypers. Write 
today to the nearest Royal Typewriter Company 
branch for a free descriptive folder. 


ROBOTYPER multiplies an electric typewriter’s 
output 4 to 16 times 


& 
A ROBOTYPERS 


Electrics « Standards Portables+ Roytype* Business Supplies 


are manufactured by Robotyper Corporation, a subsidiary of Royal McHee Corp 
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UPGRADING 
LETTER COPY 


YOU HAVE EVER FIGURED all the 
costs of getting a new customer, 
you know you do not make a profit 
on the first sale. You take the loss, 
hoping and believing future pur- 
chases will be profitable. What have 
you done, what are you doing to get 
the second. third and fourth sale? 
Most of us spend the lion’s share of 
our sales expense dollar trying for 
new accounts and a pittance to ¢ hange 
the trial buyer into a regular cus- 
tomer. 

Here is a thank you letter to a new 
customer. The order, for $600, came 
after a long and good direct mail 
campaign and four calls by a sales- 
man. Probable sales cost is in the 
neighborhood of $150 to $200. No 
profit here. 

Now what happens? A generalized 
form letter is sent out that adds 
nothing to the sales effort. The first 
paragraph says the supplier wants to 
be successful so he will cooperate 
with the buyer. The second para- 
graph must have been written by the 
company attorney, who believes in 
searing the customer with talk about 
“written terms and conditions.” The 
third paragraph says we are the big- 
gest and best in the business so natur- 
ally you will be satisfied. The last 
paragraph is a real joker. This is an 
offset letter with not too good a fill-in 
but the writer says it isn’t “just a 
routine response to your order,” 
Maybe that means only one copy was 
made just for me. 

The letter rates fairly difficult, at 
the two vear college level in read 
ability. That’s because of heavy use 
of Latin root words — not enough 
Anglo-Saxon, direct-action English 
The letter talks to no one in par- 
ticular, and that’s its chief fault 
With education as it is today, most 
of us need ten years or so after col- 
lege to repair the professorial dam- 
age to our personal communication 
equipment 

The rewritten letter tries in every 
paragraph to resell the buyer on his 
purchase. It strives to build antici 
pation, to bring him into the picture 
by his choice of the cover. Its read- 
ability is 7th grade level, gained with 
short words and many personal ref- 
erences The letter should certainly 
be typed or run on an automatic 
typewriter. @ 


FEBRUARY, 1957 


by Paul Bringe 
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DIRECT MAIL 
COPYWRITER 
Away from the teeming city, in the quiet 
and peace of a New England town there's 
4 top position available for an experi 
enced direct mail copywriter. Publishing 
or Business Service background is pre 
ferred The writer we want must be long 
on ideas and strong on copy. This is a 
fascinating opportunity with a top pub 
lishing organization. Sell us in your 
letter, which should give complete back 
ground information and salary require 


ments 
N.Y. 


DOCTORS GET TONS 
OF DIRECT MAIL 
Will yours be read? Do something new and 
hffterent Use the “Let's Hove Better Mot 
toes’ Association Guoranteed to make your 
detaiiers welcome, create good will, put 
your triendly terme with 
tors, sell them quicker Exclusive for you 


the medical fieid 


GYMER 2123 9th St, Clevetend 15 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 
5744 Clark Chicago 1), 
Phone EAstgate 7.5496 


Created and or 
produced by a 
team of experts 


Typewritten letters 
Flyers 
Brochures 
Campaigns 
repass letter service 
29 S. WABASH AVE 
CHICAGO 3, CEntrol 6.4056 


SC/SSORS-T/P 


The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation Address 


Bex 806 W Peoria, tlinois 


What is your— 


“MAIL ORDER STRATEGY” 


—see page 3° 


I My Mail Order Day 


i By Jared Abbeon 


CHOKING WHEEZE you heard, 

Dear Reader, was Ye Editor cut- 
ting old Jared off in mid gasp last 
issue. Some people have told me that 
I gush, slush, effuse, chatter, jabber, 
gibber, bable, blath, clack, jaw, pala 
ver and gibble-gabble in multioquious 
fashion. Well now and herewith, | 
wish to deny, dispute, disclaim, dis- 
own, disaffirm, disavow and dis- 
allow this accusation that | ever use 
two words where one word will do. 

And so, to continue where | was 
stopped last time in our run-down of 
list sources 


8 Here is a whole slew of lists by 
one publisher. These lists pinpoint 
some mighty important people and 
they are fresh 


AMERICAN MEN GF 


Volume #1, The Physical Sciences 
15,000 men in Physies, Chemistry, Mathe 
matics Meteorology, Optics, 
Acoustics, Research Engineering, et 


CLeology 


Volume #2. The Biological Sciences 
25,000 Men in Zoology Entomology, 
Ketany, Bacteriology genetics, medical 
research, physiology, taxonomy, ete 


Volume #3 15,000 Social Scientiat 
Anthropology, sociology, geography, 
tory, economics and others. Each of these 
volumes ie a $20. bill and where elee can 
you get 45,000 top men for $60 

whos Who IN AMERICAN ART 

Lists 8,000 top people in the Art held 
Price $17.50 

AMERICAN DIRECTORY 

Gives you the personnel of 15,860 Libra 
ries, Price $22.50 

AMERICAN ARCHITECTS DIRECTORY 

723 Pages of Architects. Price $20 

All of the abowe are published by 

The R. R. Rowker Company 

62 West Mth Street 

New York NV. ) 


The Bowker Company also main- 
tains SO or 40 lists on addressograph 
plates and will handle mailings in 
many classifications in the book and 
library field at a reasonable fee. Write 
them for latest listings and counts. 
Miss Elizabeth A. Geiser is the lady in 
charge of these departments. 


We are going to continue listing 
good list sources at the end of this 
column and in future columns (there 
seems to be a lot of interest) . and 
I also hope in the near future to go 
into the valuable function played by 
the list brokers in procuring Rental 
lists. However, let us take a break at 
this point to quote excerpts from 
some interesting correspondence. | 
won't call any low, unhung, mishe- 
gotten sad sack any dirty names be- 
cause | am tired of having the pub- 
lisher’s lawyers answer that part of 


my morning's (fan?! mail which 


begins: 


You Cur, Sir: 
Whereas the feelings of our client, 
oner No, 123456-789, Federal Pen, Atlanta 
has been grieviously hurt by your refer- 
ence to him in your mail order column, 
ete. . 
(Signed, Sealed & Delivered) 
Chisel & Shave, 
Legal Eagles. 
So I won't say a word. Just quote. 

The following account is considerably 


‘ ondensed 


@ From H. Buessenschuett, Export Pro- 
moter, Bremen, Germany . Ta George 
Viles, ington-on-Hudson, New York, 
“Imports of Distinction.” 
Dear Sirs 
AMERICAN INDIVIDUALS LIKE IMPonTs! 
Considering this fact we are publishing for 
our clients and friends an illustrated bro 
chure, Shopping In Europe partly in 
color and containing up to 20 pages 
New editions published quarterly your 
name as co-publisher on the front cover 
your commission will correspond to 
about 50% of the real merchandise value 
drop shipments handled promptly 
Start a tremendous business. Mail $35.00 
or $20.00 bank notes or check ete ete 


@ From The County Trust Company 

To George M. Miles 

(Ome cancelled check neatly and «peedily 
cleared.) 


@ From George Miles to H. Buessen- 
whuett 

Dear Sire 

Sent an Air Mail letter inquiring about 
my shipment stressing | needed copies for 
Xmas mailing and expected to order addi- 
tional catalogs if sati-factory 


@ From George VM. Viles to this column. 
if 

Dear Jared 

No reply. No catalogs. No nothing. If thir 
ien't fraud | would like to know what is. 
Deo what vou like with the enclosed data. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


4 
that tells you — 
what you need to know... . 
see page 43 
it 
. 
3 
ae 


@ From German-American Trade Promo- 
tion office to this columnist 


Dear Sir 

We contacted our Home Office . . . with 
the request that they investigate H. Bue» 
senschuett . . . Information obtained re- 
flects unfavorably on the business conduct 
and reputation of this firm and we cannot 
recommend them as a suitable business 
connection, We wish to thank you for the 
very useful information, ete. ete 

Well, as some outfit has been say- 
ing for vears: “Investigate before you 
invest.” If I know my Germans, a 
certain party whose name we shall not 
mention is most likely swinging by 
the thumbs under a linden tree. 

My own outfit imports a good bit 
of stuff from abroad and the German 
outfits we deal with are all darn nice 
people to work with. Same goes for 
other countries. Of course, we don't 
usually pick up our contacts from 
high pressure letters . . . but from the 
trade attaches at the consulates or the 
Chambers of Commerce abroad. 


The six letters below - 
placed properly in the 
game of direct mail - 
spell-out... “returns by 


the thousands.” <4 


Effectiveness is 
always assured 
by using the 
most suitable 
planners, artists 
andwriters 
available with- 
out limitation to 
SEN-BAK’s 
staff. v 


A Success 
through SEN- 
BAK has been 
reported enthu- 
siastically by in- 
surance and in- 
vestment firms, 
publishers, fund 
raisers, and 
many others. 


If you have. 
n't already done 
so, send for 
your GOS. kit 
today and learn 
how tri-purpose 
SEN-BAK can 
increase your 
direct mail re- 


Now. let us take a look at some 
more mailing list sources. 


9 Here is a valuable directory and 
not only as a mailing list: 


THE AMERICAN DIRECTORY OF COLLECTION 
AGENCIES 

THE SERVICE PUBLISHING COMPANY 

999 STREET, W 

WASHINGTON 4. D. 


It wasn't by wishing that we kept 
our bad debts down to $28 on a six 
figure business here last year. A good 
collection system is a must in Mail 
Order. 


10 And never forget our very good 
mail order friends, the farmers 


THE MacPARLAND COMPANY 
HELM STREET 
WESTFIELD, N. J 


Publishers of the American Potato 
and American Tomato Yearbooks also 
maintain a number of interesting di 
rect mail rental lists covering dozens 
and dozens of categories, but breaking 
down into four major groups, 96,110 
Growers, 30.100) Breeders, 13,240 
Canners, Jobbers, Shippers, and some 
13.000 other people connected with 
agriculture. 


Better and more 
profitable re- 
turns have been 
proven by SEN- 
BAK tests. Write 
for details and 
actual customer 
reports on SEN- 
BAK mailings. 


A Novelty is 
obtained by a 
combination of 
SEN-BAK’s 
unique format, 
its variety of 
styles andthe 
versatility of na- 
tionally known 
talent. 


11—-Again for influence where the 
tall food grows: 


The TRACHERS DIRECTORY AND 
HANDBOOK 

SOUTH GAY STREET 

AL BULAN, ALABAMA 
Price $5.00. Lists 


lea hers 
12-—If you have products of interest 
to younger folks and their mentors 
drop a line to: 


11,000 Agricultural, 


PORTER SARGENT 
BEACON STREET 
HOSTON, MASS 


They publish The Guide to Summer 
Camps, Handbook of Private S« hools, 
Junior Colleges and Specialized 
Schools and Colleges, Directory for 
Exceptional Children, and Resources 
lor Special Education. | am awaiting 
the arrival of one of these books as | 
have a product to test, 


Reckon that is all for about now 
must get back to work. Don't 
know where the business is coming 
from, but it seems that someone is 
spreading the word that money is 
going out of style... and a number 
of folks are stuffing it into envelopes 
to get it out of the house. Got to go 
now and oil up the envelope opener. @ 


Kit — complete 
with comprehen- 
sive description, 
samples, testi- 
monials, cost 
figures and lay- 
out guides — 
upon your re 
quest. 


A Attention is 
demanded by 
the prospect's 
name showing 
at every stage 
of handling 

envelope, letter, 
card ... top 
economy in per- 
sonalization. 


patent ap plied for 
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Your work is 
as good as 
your bond 


Your work is sure to make a 
good impression on customers 
when your paper is Hamilton 
Bond. 

Printed, typed and pen-and- 
ink impressions all stand out 
magnificently on the beautiful 
white of Hamilton Bond. Its 
surface is smooth and flawless. 
It's sturdy, stands up under 
heavy use, erases cleanly. And 
it’s genuinely watermarked. 

Hamilton Bond is, in short, 
everything you expect a fine 
bond to be. In addition to the 
white, it comes in 10 practical 
colors. Hamilton Bond is 
stocked by leading paper mer- 
chants everywhere. 


HAMILTON PAPER COMPANY 
Miquon, Pa. 


Milis at Miquon, and Plainwell, Mich. 
Officesin New York, Chicago and Los Angeles 


DIRECT MAIL SUCCESS 


The purpose of this department is to give you th 


«hatch 


of sth 


ted direct mail 


successes. In order to get a release of confidential figures, we have promised thet names and 
addresses and identifying details will be withheld. 


$675.000 potential business costs 
81.555! Prdustrial letter series 
signed by President plus personalized 
fill-ins did the job. Top quality names 
utilized. Personal follow-up letter to 
inquiry. Company had 2,700 
competitors in U.S.A. 


$ 


Cold list produced 81 loans at 
average procurement cost of $5 for 
finance company. 3,300 letters, sim- 


every 


ulated typewritten messages, window 
envelopes, fill-in salutation at total 
cost of $412 sent in August. 3¢ hand 
stamp used for First Class, Company 
regards this “direct order” return 
action tops. 


$ $ $ 


Direct mail sold 174 units while 
1,000 line newspaper ad sold 34 units 
Same offer in each medium. Isolated 
comparison seldom fair... but this 
jeweler is interested in more direct 
mail. Put your money where the re- 
sults are! 


$ 


10% inquiries per 1,000 names 
on good list with good copy typic al 
says insurance executive. Poor list 
yields 3°. At the 10% level his costs 
are 40¢ per inquiry. At 3% level costs 
are $1.33 per inquiry. We're assum- 
ing the 40¢ inquiries turn into more 
sales than the $1.33 inquiries——he 
didn't say(!) 
$ 
Direct mail best for discovering 
investors reports dealer. Average 
1% returns on 2,000 letters per month 
keep staff of 42 hopping. Inquiries 
cost him $4.50 each has 3,000 ac. 
counts netting $4,000 to $5,000 per 
month. 
8 $ $ 

Secret of 810,000 monthly mail 
order chinaware business traced to 
powerful follow-up mailings sent to 
inquiries produced by newspaper 
campaign. Multigraphed form letter 
with hand signatures and personalized 
salutation all help close the sales. 
Market area covers 1,000 mile radius 


440 Prospects walked-in to store 
from 500 name mailing says fur- 
niture man. Photographer shot 35 
mm candid photos of 500 residences. 
Small prints pasted on cards with 
store photo opposite corner and offer 
of free enlargement of home photo 
at furniture store produced results. 
Almost all of 440 bought products 
valued from $3.98 to $198 and more 
than 50% became regular customers. 
$ $ 


Treasure chest mailing doubled 
business for furniture 
mart. 52,000 pieces released in 8 
weeks offering keys to chance on 
chest in store for prizes. $200 top 
prize and 100 lesser prizes. Prizes 
applied to charge accounts. Tremen- 
dous store traffic built plus BO win- 
ning keys turned in. 


$ $ 


34% increase in window sales 
volume in 12 months credited to 
direct mail by woodwork jobber. 6- 
time educational campaign pitched 
“quality” seal on his products. Mail- 


warehouse 


ing went to dealers and contractors. 
$ 


SPECIAL! Industrial manufacturer 
of heavy equipment selling from 
$1,000 to $4,000 unit of sale made 
mailing to 25,000 top brass in U.S. 
Industry interested in chemical proc- 
essing methods. Campaign produced 
1,750 inquiries which ultimately re- 
duced to 38 within first 6 
months. Why unique? Mailing went 
Third Class, multilithed letter and 
released between November 25th and 
December 31st. Supposedly dead 
months, supposedly wrong “canned” 
approach to top brass and supposedly 
everything not according to “experts” 
Two morals here: Top brass is defi- 
nitely at its desk during Christmas 
and a mailing is only as good as the 
power of its appeal. In this case the 
appeal was: “How to cut your costs 
50% with BLANK equipment.” Have 
you been avoiding Christmastime in 
your mailing dates? Worth a test to 
discover if you are right or wrong. 


sales 
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Meetings: 
March Ist: Direct Vail in Detroit 
Max Lloyd, executive secretary of MASA 
International, is general chairman. W ork- 
ing with him to line up «a top program 
are Huntley Geddies, Bob & Joyce Van- 
der Pyl, Paul Sampson, Vi Davidson & 
Joe Sullivan. The Motor City’s big “Day” 
is co-sponsored by the Detroit Ad Club 
March 8th: Direct Mail Day in Dallas 
March 19th: Direct Vail Day in U ash- 
ington, D. ¢ 

March 20th: Virect Vail Day in Phil- 
udelphia, “Brainstorming” will be the 
big feature of Philly's 6th annual “Day.” 
lo be held at the Bellevue-Stratford 
Hotel. Vhiladelphia Direct Mail Day ix 
sponsored by the Vhiladelphia Direct 
Mail Club J Mack Nevergole (Roland 
Cllman Organ.) is general chairman 
March 27th: Direct Mail Day in Neu 
York. To be held at the Hotel Roosevelt 
Sponsored by 31 associations, including 
DMAA, MASA, ete. Horace HH. Nahm 
Hooven Letters, Inc.) is general chair- 
man. Program will include a full day of 
echniques, exhibits and other idea-pro- 
ducing features. Main speaker will be 
Leonard Raymond Dickie-Raymond) 
March 29th-30th: 2ad Annual Veet 
ing of WMASA's Agency & Counselor's 
Group. Two-day creative meeting to be 
held at the Hotel Roosevelt. Francis 5 
Andrews (‘American Mail Advertising! 
is general chairman. Will feature a full 
program covering art, copy, campaign 
planning agency relationships, ete. High- 
light of the March 29th meeting will be 
an opening luncheon address by Law 
rence G. Chait (R. L. Polk Co.) 

April 3rd: Direct Mail Day in Chicago 
Sponsored by the Mail Advertising Club 
of Chicago. Oscar Palmquist (Buckey- 
Dement) is lining committees for the 
big “Day” to be held at the Hotel 
Morrison. George Collins (Eneyelopae- 
dia Britannica) is program chairman 


Awards: 


March lat: Closing date for entries in 
the National Industrial Advertisers Assn 
fwards Program. This i« the first vear for 
revised competition, with John 
Clampitt as chairman of the new awards 
committee, Winners will be announced 
st NIAA’s National Conference, then pro- 
moted nationally. Entry fee ix $15.00 For 
complete details, write to NIAA Head- 
quarters, 271 Madison Ave. New York 16, 
July U5th: Deadline for entries in the 
new DWAA “57° Leaders Contest. There 
will be 40 awards this year to com 
memorate the 4th Anniversary of the Di- 
rect Mail Advertising No more 
than three awards will be given within 
any one industry. Dick Messner ( Mar- 
bridge Printing Co.) is chairman of the 
contest committee, with Eldridge Peter- 
son (Printers’ Ink) chairman of judge> 
Entry blanks and complete information 
are available from the DMAA Headquart- 
ers, 3 St. New York, NV. Y. @ 
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Rates $1.35 per line 85¢ Situation’ Help Wanted Minimum 4 lines 
Address: Classified Dept.. The Reporter, 224 7th St. Garden City, NY 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—-$35.00 
per M. 100% accuracy guaranteed 
POLLARD. ALLING-——3 line proofed and linked 
$25.00 per M 

Advertisers Addressing System 

703 N. 16th St. St. Lowis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
martin Advertising Agency, 15 £. 40 St. 
Vept. LE 2.4751. Est. 1923 


EQUIPMENT WANTED 


USED CABINETS WITH TRAYS 
to hold 2” x 4/9" Elliott addressograph stencil 
plates Write to, Advertising Dept. Man 
power, 820 N. Plankinton Milwau 
kee 3, Wisc 


FOR SALE 


Vari-Typer like new Model £20 Serial 
#501685 $450 phone or write Morris 
Paint & Varnish Co. 27th & Douglas 
Omaha, Nebr 


HELP WANTED 


Mail Order Manager (or business) wanted by 
client. Robert Gile, Advertising, 723 3rd Ave 
S., Minneapolis 2, Minn 


SUNNY CALIFORNIA 


Has o home for the right salesman. Direct 
Mail firm established 26 years, employing 
150 needs aggressive salesman with creative 
ability; Lettershop & offset printing experi 
ence desired. Liberal commissions arranged 
All correspondence confidential. Los Angeles 
now 3rd largest U. S. Manufacturing center 
Write to Dick Krupp, Direct Mail Center, 2390 
West Pico Blvd los Angeles 6, Calif 
DUnkirk 5.5421 


Lists 


Direct Mail Proven Buyers. Over 790,000 Alpha 
Geo Nomes. Buyers of Books ond Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows ovr 
reputation for results. Rodole Press, Emmous 
Pa 


CANADA'S MAING LIST 
275,000 live names on Elliott stencils 
Call your list broker--TODAY 
or Tobe's, St. Catharines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 


Retailers Wholesalers Manufacturers 
Banks Churches Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing 
Usually Completed within 3 Days) 


Write for FREE Catalogue 
SPEED ADDRESS KRAUS CO 
48.0) 42nd St., Long Island City 4, N.Y 
Stillwell 4.5922 


SI(UATION WANTED 


Contractor vast experience in direct mail 
sorting. Mailing lists compiled. Would con 
sider ao salary plus bonus arrangement. Box 
22, The Reporter, Garden City, New York 


IMPORTANT NOTICE 


DIRECT MAIL EXEC, 34, 10 years record of 
success in selling books, magazines, industriols, 
business services, memberships, etc. Topflight 
writer, OMAA award. Knows lists, production, 
lettershop procedure, testing, mailing formats 
cost controls, Good administrator, Seeks lite 
time post with publisher, manufacturer, or 
agency, New York City or eastern USA. High 
four figures. Detailed resume on request. Write 
The Reporter, Box 21, Garden City, N.Y 


TYPE FOR OFFSET 


Soave with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—-sharpest 
reproduction. Free samples and details. A. A 
Archbold, Publisher, Box 20740.K, Los Ange 
les 6, Calif 


WANTED TO BUY 


MAIL ORDER BUSINESS. Private individual 
wishes to diversify. Your reply will be treated 
with respect ond confidence Wilkin 
Greenfield, 


DIRECT MAIL EQUIPMENT 


Rebuilt & Gueoranteed Addremograph Speed 
oumat Elliott Addrewing Machines. Grapheo 
types Cabinets Trays Plates Frames. Mimeo 
graphs Multiliths Postage Meters Tyersete Sur 
plus Equipment Purchased 


Jamas Eckstein 
326 Broadway, N.Y.7, NY HAnover 2.6700 
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You'll find this free booklet 
very helpful... 


It will help you select the envelopes for that 
direct mail campaign. And for your own business 
it will suggest many ways in which 

U.S.E. Envelopes can help you speed operations, 
promote efficiency and save money. 


It illustrates and describes 20 U.S.E. Envelope 


styles — gives sizes — enables you to 
obtain samples from your printer without 


confusion or delay. 


---and this U.S.E. Guarantee 
insures your satisfaction 


It protects you and your envelope supplier against 
any faults in manufacture. It guarantees 

the uniformly high quality that promotes good 
printing — trouble-free filling, sealing and 

mailing — dependable performance in use. 


Ask your envelope supplier for a free copy of 
this booklet — or write to Advertising and Soles 


Promotion Department — 


UNITED STATES 
ENVELOPE 


Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 


i you use these 
da 
— 
= 
U.S.E. GUARANTEE. 
ev A 
placed in every ton of 4 
A 


Clearwater, Florida 
February, 1957 


LOT OF LAUGHS THIS MONTH reading latest copy 
of Back Talk, provoking house magazine of J. M. Kess- 
linger & Associates (advertising agency}, 37 Saybrook 
Place, Newark 2, N. J. “By popular request,” Joe devoted 
most of this 87th issue to reprinting his famous “Die- 
tionary of Advertising Terms” . . . first written and 
printed in February 1949. A hilarious spoofing of adver- 
tising, such as “Direct Mail: A product of the printing 
press which takes a month to be born and two seconds 
to die in the wastebasket.” And, “Newspaper: A medium 
for chronicling the insanities of world leaders, the con- 
flicts of management and labor, the mordant triumphs 
of atomic scientists, the exploits of juvenile delinquents 
and the adulteries of motion picture stars; a tossed salad 
of crime, corruption, alarm and doom considered a fitting 
background for client's advertising.” But it must be read 
completely from A to Z to be fully appreciated. Maybe Joe 
could spare you an extra copy if you never read the 
original, or the hundreds of reprints in newspapers, 
magazines and trade papers. 


WE’VE BEEN DELUGED with new examples of 
“Local Business Directory” rackets. Springing up every- 
where, in spite of all the public ity. We've been « orrespond. 
ing with Jack Burke, vice president of the National Better 
Business Bureau, Inc. Chrysler Bldg.. New York 17, 
N. Y. He confirms our suspicion that the racketeers seem 
to be increasing in their activities. We recommend to all 
those who have been worried .. . ask Jack to send you 
copy of January 1957 Service Bulletin for Chamber of 
Commerce members of NBBB. Has four pages of inside 
dope on the workings of these rackets. Emphasizes that 
there are thousands of “business directories” published 
by reputable concerns. Are important tools of trade. But 
these racketeers are taking a “free ride” on the value 
and reputation of others. Incidentally, are you direct mail 
folks supporting your local Better Business Bureau’ 
If not, you should 


NEARLY EVERY CONVERSATION these days 
comes around to “what's going to happen-to postage 
rates?" No one knows. But there are dire predictions of 
sure raises. The President urged increases to wipe out 
that “deheit” which is still unexplained to a confused 
public. Chairman, Senator Olin Johnston, has announced 
that he will demand a statement of policy (fixing P. O. 
credit for free services and subsidies) before attempts 
are made to adjust commercial and public rates upward 
But you can count on a big push, backed by powerful 
Post Office propaganda, for either a 5¢ or 4¢ rate on 
first class, with another jump in second and third class 


rates. 


FEBRUARY, 1957 


The gist of conversation about this and that 
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with visitors to the Editor of The Reporter 


We still think the best inside dope on what's going on 
behind the scenes is contained in the bulletins issued by 
Harry Maginnis of the Associated Third Class Mail 
Users, 1406 G St., Washington 5, D. C. If you are not 
supporting this organization and getting its bulletins . . 
you should be. At least, write to Harry for a sample copy 
of latest news. Harry is an attorney _ and as such, is 
peculiar, Without depreciating the noble profession 
lawyers usually manage to write in complicated language. 
But Harry writes the simplest, clearest bulletins we've 
seen. You Il get an intimate picture of why the administra. 
tion is plugging so hard for increased postage. That bil- 
lion or so surplus in the budget includes $650 million 
from increased postage rates 


THERE ARE OTHER POSTAL ITEMS worth con 
versating about. After long years of rigid standardization, 
rural mailboxes can now be painted in colors to suit the 
decorative taste of the homeowner. The Department still 
prefers white or aluminum ... but they let the color bars 
down as a result (it's reported) of a crusade waged by 
columnist Inez Robb. For confirmation of regulation . . . 
see Section 156.52 of the Postal Manual. 

The Post Office Department is cracking down on the 
clerks and other mail handlers who do not give proper 
attention to Form 3547 (illegible and incorrect informa- 
tion). After several sharp notices in Postal Bulletins 
we should be able to expect better treatment in the future 

But mailers are still howling (and rightly so) about the 
regulation requiring clerks to send a change of address 
on 3547 when a firm takes a post office box but has not 
moved its physical location, Creates confusion on mailing 
lists... especially when those lists are used by salesmen 
for followup. They can't call on a “box”, 

We've been dickering with P. O. officials for some time 
on a simple solution. Let clerks indicate on form that 
firm is still at old address but has taken a box. Then let 
mailer put both street address and box number on address 
ing plate. No further Form 3547 to be sent in such cases. 
That should satisfy everyone. Still waiting for a verdict 


ALSO. ALONG THE POSTAL FRONT there is 
bound to be a fight to induce Congress to repeal the silly 
“Public Law 199°. Parcel Post mailers (which includes 
all mail order operators) are up in arms against it. This 
was the law dreamed up and pushed by the railroads to 
cripple Parcel Post by limiting weights and sizes (differ 
ing at different class post offices) .. . thus diverting more 
business to the railway-owned Express Company. The 
law works a hardship on all mail order shippers... and 
on countless consumers, 

For best information on fight against “199" write to 
Bill Henderson, Parcel Post Assn., 925 Fifteenth St. N.W., 


Washington 5, D. C. 
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ENJOYED APPEARING before the January 21 Con 
vention of Southern Classified Advertising Managers 
Association (in St. Petersburg). Very few raised hands 
when | asked, “How many of you use direct mail?” But 
when asked, “How many use letters to thank regular 
advertisers for new contracts, or to induce them to 
increase space, etc.7” ... all hands were raised. Showing 
they didn't exactly know what direct mail is. Found 

a few papers which use lots of direct mail for selective 
solicitation. Successfully, too. Others just drift along 
and hope for voluntary or over-the-transom business. 
Discovered one fellow at the convention who is trying 
to do something about getting newspapers to do a better 
direct mail promotion job. He is Howard Parish, 2000 
N. W. 79th St.. Miami 47, Fla. Was formerly a classified 
ad manager at Washington Times-Herald and other 
prominent papers. Quit in 1959 to organize his own 
business supplying a continuing service to newspaper 
clients showing them how to promote Now has more 
than 300 clients (including the New York Times, whose 
direct mail promotion is tops). Went through Howard 
Parish’s series of letters to real estate and used car 
dealers and couldn't find a word or phrase to blue 
pencil, Most of letters contain hints on how to write 
eflective newspaper advertisements. A really wonderful 


job 


SOMEBODY GOOFED on an item in last month's 
Scuttlebutt, We recommended for copywriters a reading of 
The Cireus of Dr, Lao, but the second paragraph giving 
reason for recommendation was accidentally dropped out 
It's a serewy book, without any particular moral but 
it shows, in a hilarious fashion, how different people 
can look at the same thing and pet completely different 
impressions; how family and neighborhood arguments 
get started over minor things, such as whether “that 
thing” in the parade cage was a Russian or a Bear, Might 
make of you more careful tw he clear im 
deme riptions 


THAT ITEM calling for help in finding a lost book 
something like “The Affair in (name of town!” pulled 
immediate responses from a number of readers with long 
memories, including Bob Cramer of Ozark Fisheries 
Bernie Mazel of New York and Red Dembner of Vews 
week Red even sent a copy of hook, originally printed bry 
Simon & Schuster in 1937 and now available in a Bantam 
25¢ reprint The correct tithe: The Scandals of Clochemerle 
by Gabriel Chevallier (translated from French). | was 
a little off on my recollection of details but its a 
riotous tale of misunderstandings and confusion caused 
hy desire of a small community to erect a memorial, Red 
tells us it was made into a film in France but it 
cannot be shown in U.S.A. Still think it furnishes relaxa 


tion and entertainment. 


MAGAZINES AND NEWSPAPERS have been full of 
stories concerning the collapse of Collier's and Woman's 
Home Companion, following the decease of The American 
and Farm Journal's Town Journal. Four big ones in a 
vear, Most conversations turned to subject. Everybody 
trying to figure how it happened, or what's going to 


happen to magazines in spite of unpre edented circula 
tions. Seems like the answers are simple. There are too 
darn many magazines for the public to absorb Look at 
the racks at the newsstands, drugstores and now food 
stores. Jammed to the gills with newcoming one-shots 
Hundreds of shoppers read the sensational picture mags 
right at the racks and don’t buy. Talk about competition 
for attention! The magazines which do not recognize 
this *"« ompetition for attention” and which do not stream- 
line for easy (and/or make-it-seem-necessary | reading 
will fall by the wayside. That's one reason why we are 
constantly trying to make The Reporter easy-to-read 
exciting and necessary. Too much wordage is hurting a 
lot of magazines. (Include some direct mail in that 
observation. } 


How ARD MEER, Dean of ™ hool of Hotel Adminis 
tration, Cornell University, Ithaca, \. Y., tells us we were 
slightly wrong in December Scuttlebutt . about hotel 
administrators not getting training in letterwriting and 
direct mail. He sent us latest catalog showing courses 
offered But the trouble is they all are elective. To 
the average young fellow, a course in letterwriting sounds 
completely dull and uninteresting, espec ially if he is 
preparing for a technical or specialized career, 1 still 
stick to original criticism. Training for hotel manager 
ship should include a required course in letterwriting and 


selling by mail 


THAT ABOUT WINDS UP available space for this 
month. But doesn’t cover all conversations nor does it 
record the growing list of “snowbirds” as you northern 
visitors are called hereabouts. Delighted to see them all 
One visitor wanted to know what could be done about 
secretaries who brag about throwing their boss’ mail 
away (as much as 90°. ). My reply: “Fire 
Someone else thought we ought to make a report on the 


types of Christmas cards received, Post othee here did 
a bangup job during holidays but we were still 
receiving delayed messages up to middle of January 


Personally-created Christmas message formats, or per 
sonal letters, or newsletters, seem to be on the increase. 
Count this year ran 21.8°. of the total received. All the 
rest were manufactured, syndicated cards. Only 8oo were 
on a religious theme; all the rest were holly, candle, tree 
Santa Claus, bells, ete. 
tions. Personally, we like the personal newsletter ly pe for 
these annual mail reunions with friends. But we love 


designs. cases of duplica 


Good luck always 


Bluff View Drive 
Clearwater, Florida 
Phone: 


P.S. How many of you saw Fred Gymer's Christmas 
message? It was the most unusual, Just these letters on a 
card: 
ABCDEFGHIJK 
OPQRSTUVWAYZ 
If you can't decipher it here is answer upside down 
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Today's high-speed 


othiee machines and 


ultra-fast printing 


pre demand 


periection paper 


performance That 


is why, wherever you 


vo, you will see 


American firms doing 


business north and 
on Nekoosa rs 


Dhousands of printers 


can supply them 


more than 145 
Ne koosa Paper 


Merchants distrilnite 


them, 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wis. 


gr 


and from coast to coast... 


Nekoosa ledger . Nekoosa Duplicator . Nekoors Mimeo Nekoosa Manifold 


Nekooso Bond 
Nekoosa Offset . Nekoosa Opaque . Nekoosa Master-lucent . and companion ARDOR Papers 
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Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW -— here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you — FREE — this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant. 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES... 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way of 
obtaining substantial extra net profits year after year. 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
for MOSELY Volume Mail Order Seller Clients (who 
don't compete with you) . 


You can read this Book in only 10 minutes .. . and 
profit month after month .. . year after year, Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


T 


@ How to find overlooked profits in your mailing lists The sumof $797 


@ How to start 
@ The right rental rate for one-time addressing to your lists 
@ Added income for you yeor after yeor 


@ Your questions onswered 


MOSELY MAIL ORDER LIST SERVICE, INC. V4 
Dept. RL, 38 Newbury Street, Boston 16, Mass. “)y J 2 j/ 
Okay jim, please send me my new F REE COPY of - C 


your 10-page Book “HOW TO DOUBLE YOUR 
‘T OFITS FROM YOUR MAILING LISTS". 
— MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 
«Mos ely sends the checks 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary Yeor 
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